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M. NAEF & CO. 


Geneva . . . Switzerland 


i 
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2 | / XALTOLIDE NAEF is the most 
highly developed, purest and strongest fixative 
body of a Musk-Ambergris character yet pro- 
duced. It is distinguished by its power of diffusion 
and “exaltation”. 


Be in the Geneva laboratories of M. 
Naef & Company over a period of the past 
ten years, EXALTOLIDE is offered at a price that 
allows its use in practically any toilet preparation. 


ESIGNED primarily as the ideal fixative 

for perfume extracts, we now recommend 

EXALTOLIDE for use to equal advantage in your 
scents for powders, creams and lotions. 


M” we send you a sample with complete 
recommendations for its application in 
your particular preparation? 


UNGERER & CO. 


13-15 WEST 20TH STREET NEW YORK 
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“ANDALWOOD O% 


Distilled at our Linden, N. J., Plant from Santalum Album (Linne) 


Leading Perfumers agree that no natural or 
synthetic material can satisfactorily replace 
Genuine Mysore Oil, distilled and offered in 
original sealed and serially numbered containers. 


Sole Agents for the United States 
W. J. BUSH & CO.., Inc., New York 


Sole Agents for Canada 
W. J. BUSH & CO. (Canada) Ltd., Montreal, Canada 


“YE Ofpefte Sffence Diftilters” 


W. J. BUSH & CO. 


INCORPORATED 
Essential Oils . . Aromatic Chemicals . . Natural Floral Products 
NEW YORK, N. Y. 


London : Mitcham : Messina - Grasse 
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Georce Luepers « CO. 


427-429 WASHINGTON ST. 
NEW YORK 


factory: BROOKLYN . . branches: CHICAGO, SAN FRANCISCO, MONTREAL, MEXICO CITY 


1335 1930 


Orn October Tenth, fifty years ago, our business started. 
Our policy has always been:—seek out the producing 
market, no matter how far away the country; purchase on 
the spot the best procurable merchandise; sell at the lowest 


reasonable margin of profit. 


Faithful in the pursuit of these principles, we have, from 
a small beginning, become a national institution, with 
branches in Chicago, San Francisco, Montreal and Mexico 
City. 


With pardonable pride we refer to our Golden Jubilee, 
—an event which is rare indeed in the history of an indi- 


vidual or firm or corporation. 


To the loyalty of our friends who have made this day 
possible—friends of today and those of yesteryear—we ex- 
press our abiding gratitude and we pledge our best efforts 


to all in the years to come. 


GEORGE LUEDERS & CO. 
Edward V. Killeen 


President 





FOODS + MEDICINES 
TOILETRIES 
ADHESIVES « PAINTS 
POLISHES « LUBRICANTS 


IF YOUR PRODUCT 
NEEDS A “LIFT”! 


WRITE US [FOR INFORMATION 


NEW ENGLAND 
COLLAPSIBLE TUBE CO. 


21-33 WALLER ST NEW LONDON, CONN. 
3132 SOUTH CANAL ST. CHICAGO, ILL. 
500 FIFTH AVE., NEW YORK 
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INTRODUCING style No. 357, made in 4, 1, 2, 3, 


1, 6 & 8 oz. sizes. All in stock for immediate delivery. 


The wide range of sizes makes these attractive 
bottles available for Nail Polishes, Brilliantines, 
Lotions, Toilet Waters, ete. 


Supplied with or without caps. 


CARR-LOWREY GLASS CO. 


Factory and Main Office: BALTIMORE, MD. 


~ 
NEW YORK OFFICE: 500 FIFTH AVE., Room 1427 
Telephone: CHickering 4-0592 


CHICAGO OFFICE: 1502 MERCHANDISE MART 
relephone: WHitehall 4326 
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LILAS BLOSSOMS-YV ($18.00 Ib.) 





For many years manufacturers have searched 


for the so-called French Lilas — here it is. 





Adapted for creams, lotions, powders, per- 





fumes and all perfumery purposes. May we 






submit a sample? 







SONTOLA-10 ($9.25 Ib.) 






A novel creation possessing an_ everlasting 


flowery character. Equally satisfactory for 





creams, lotions, powders, perfumes and for any 





purpose whatsoever. Try Sontola-10—you will 






find it invaluable. 







FRESA-D ($6.50 Ib.) 


A totally new Strawberry—for creams, lo- 






tions as well as flavors. One ounce usually 





ample for 75-100 pounds of cream. It gives 





that refreshing, fruity, inviting character 






never before obtained. Sample upon request. 


SYNFLEUR 


SCIENTIFIC LABORATORIES, Inc. 
Monticello, New York 


ATLANTA e PHILADELPHIA e DETROIT 
MANILA e BUENOS AIRES e MEXICO, D. F. 
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Lavenver DISTILLERIES 4 NaTURAL ANO SYNTHETIC 
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Panis: rN Os(ve or ne CHelsea 3-5874 
LAUTIER PLS, 47. Rue de Maubeuge one . — 
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sa DAOTIBR Pins 

n n L. . . . 
oP . AAUTIER FILS LW & Denman Street 
! ie 0 mason aeeee GRASSE, FRANCE 

MELBOURNE .RIO-DE-JANEIRO ct. 
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Natural Flower Oils 


Essential Oils 


MOREL & CO. 
Aromatic Chemicals 


and 


Specialties by LF and More & co. 


LAVENDER PLANTATION-LF 


Geranium Oils, Bourbon & African 
Ylang Ylang 
Spike, Thyme, Rosemary, Bergamot 


Sole Agents in United States and Canada 


LAUTIER FILS 


INCORPORATED 
CHICAGO: 154-158 West 18th St. PACIFIC COAST: 
2 


H. Martin & Co., 


15 W. Ohie St. N E W = oO R K 149" Eauitornie st. 
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Ww use foreign White Oils in the manufacture of cosmetic 


and proprietary preparations when actual experience has 





proven the fact that Stanco’s domestic White Mineral Oils offer 
equal, and in most cases, superior advantages to the imported 
product. 

Because Stanco is a subsidiary of the world’s largest refiner, 
it has access to and employs the choicest domestic crudes in 
the manufacture of its white oils. That is why its oils are specified 
by many of the largest white oil users in America. 

Uniformity of basic ingredients is of vital importance to the 
quality of your product. The constant uniformity of Stanco 
White Mineral Oils is assured by the rigid laboratory control 
used in their manufacture. You are assured of quality products 
... free of color and odor... which do not become rancid 
through oxidation... are noted for their stability... guaranteed 


to meet your specifications. 


STANCO DISTRIBUTORS, INC. 


2 PARK AVENUE, NEW YORK, N. Y. 


Plant, Bayway, N. J. Warehouse, Chicago, Ill. 


Distributors Carrying Stocks 


Eaton Clark Co. G. S. Robins & Co. 
1490 Franklin St. Detroit, Mich. 310 S. Commercial St. St. Louis, Mo. 
Cc. B. Lyon & Bros., Inc. Stone-Hall Co. 
2303 Hampden Ave. St. Paul, Minn. 1738 Wynkoop St. Denver, Colo. 


* * * * * * * * * 
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WHY USE 


OREIGN 


WHITE OILS? 


@ WHITE OS, U. S. P. 
HEAVY— LIGHT 

We manufacture and offer the highest 
grades of U. S. P. White Oils obtainable. 
They are absolutely odorless, tasteless and 
colorless. 
Our list of these oils covers a wide range 
of viscosities and a wide range of gravities. 
Any Viscosity 

From 80 to 345 Saybolt @ 100° F. 
Any Gravity From .845 to .900 


PRIMOL « WYROL « MARCOL 


Brand names which are a guarantee of 
finest quality. 

These oils have for years set the standard 
for the best in White Oils. PRIMOL for 
Pharmaceutical purposes and WYROL 
and MARCOL for COSMETIC and TOI- 
LET Preparations are used throughout the 
world by the manufacturers of the finest 
preparations. 


@ WHITE OILS, TECHNICAL 


In the general manufacture of cosmetic 
and toilet preparations these White Oils 
find widespread use. Outstanding values 
are offered in the popular brands: 


BAYOL 


Saybolt viscosity @ 100° F.... 80/90 
Specific gravity .845/.855 


MARCOL GX 
Saybolt viscosity 
SOMCINS GABE < ccc ccdvcvecee .835/.845 


BAYOL F 


Saybolt viscosity 50/60 
Specific gravity -825/.835 


@ PETROLATUMS, U. S. P. 
Melting 

Point 

‘ SAYBOLT 

Snow White Parmo No. 1.. 125/130" F. 
Snow White Parmo No. 2.. 115/120 
Snow White Parmo No. 2F. 105/110 
Lily White Parmo 115/120 
Cream White Parmo 115/120 
Yellow Parmo No. 4F 105/110 
Ex. Light Amber Parmo.... 115/120 
Amber Parmo 115/120 


All products are guaranteed as to quality 
and uniformity. Specific information and 
experimental samples furnished on in- 
quiry. Our technical staff will be pleased 
to assist you in your problems. 





Copr. 1935, Stance Inc 
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ESSENTIAL OILS 


we have been supplying the careful buyer for 
three score years: 


Oil Bay 

“Bois de Rose Brazilian 
Cassia Redistilled U.S. P. 
Cananga Rectified 
Geranium African 
Geranium Bourbon 
Lemon Italian 
Orange Italian 
Peppermint Natural 
Peppermint Redistilled 


Vanilla Beans—w- carry complete stocks 


of the various qualities, and will be happy to sub- 
mit samples and quotations at your request 


Tonka Beans—w- cordially invite your 


inquiries. 


ARTHUR A. STILWELL & Co. 


INCORPORATED 


* IMPORTERS - EXPORTERS - MANUFACTURERS - 


601 W. 26th ST. 350 N. CLARK ST. 
NEW YORK CHICAGO 


"AN UNIMPAIRED RECORD SINCE 1878” 
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7 COAT...VLL SHOW 
YOU HOW TO SELL @ 
OUR LINE”... .} 


ee ee ve ath ' 


But you can't do- > 
this in every retail store... 


September, 1935 


Selling — real selling —is helping the 
dealer sell. But you can’t put your own 
men back of every retail counter. So mer- 
chandising must do the job. 


Faced with merchandising problems, 
manufacturers of packaged goods have 
often thought of the American Can Com- 
pany as a logical source of help. They 
have realized that a company specializing 


AMERICAN CAN 
COM PANY 


230 PARK AVENUE - NEW YORK 


eee 


=. ."GIVE ME THAT — 


in two basic merchandising weapons — 
packages and point-of-sale displays — 
must have quite a merchandising back- 
ground. 


In our broad experience, with thousands 
of products in almost every field, there 
may be something of value to you. We 
should be glad to work with you and 
contribute what we can. 


Why does American Can Company con- 
cern itself with problems of retail mer- 
chandising? 

Our reasons are the same as yours. We can- 
not sell more packages than you sell for us 
— you cannot sell more than people buy. 
The consumer is our common goal. 

















Compacts 


REG. U. S. PAT. OFF 


: Powder Pufts 


ROUGE and POWDER Rm? 
A new development in sterilizing 


(More than 150 tints) puffs, keeping them actively anti- 
septic until washed, is being adopted 
by us. 


EYE SHADOW 
(All shades ) 


This process is without doubt one 
of the most remarkable advances 
ever made in the textile field, and 
offers an assurance to the user of 


LIP ROUGE the puff that no matter how soiled 
and CREAM ROUGE it may be, it is still a clean puff 
bacteriologically. 
(All indelible shades) 
Details on Request 


EYE BROW PENCILS 


WATERPROOF 
COSMETIQUES 





All our products guaranteed 
for chemical purity. For your 
further protection, Products 
Liability Insurance carried. 


OXZYN COMPANY 


‘ : “. Canadian Office 
New York Office In business since 1877 


103 Ottawa St. 
154- 11th Ave. Walkerville, Ont. 


Originators of Natural Rouges 
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TUBE 


Is your package in harmony with the 
consumer's idea of what is attrac- 
tive ... of what is convenient? 
In this day of standardization you 
can still make your package stand out 
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WIRZ 









A. H. WIRZ, Inc. 
Established 1836 
CHESTER, PA. 
Ww YOM « 2 © © « tw be le OO ae See 
CHICAGO, Ill. . . . . . . . 80 East Jackson Bivd. 


LOS ANGELES, CAL. . . . . . 1231 East Seventh Street 
Pern Havana, Cuba, Roberto Ortiz Planos, O'Reilly 49, Dep. 209 
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FU DESIGNS 


in front if you use a distinctive Wirz 
Tube. They are known as the tubes 
of quality... the tubes of distinction. 
Ask our Design Department to suggest 
a design or a “face-lift” for an old one. 














DESIGN . . . ACCURACY . . . UNIFORMITY 
. DURABILITY . . . ATTRACTIVENESS 
you can depend upon finding in 


WE ARE 


SUPPLIERS OF a 
CLOSURES BO N D 


BOND MANUFACTURING CORPORATION, INC. 


, Manufacturers of CORK-TEX DISCS — BOND CROWNS — CORK _— SPECIALTIES 
WILMINGTON - - - - - .- «s« ©« © «© © BDRELAWARE 


NEW YORK CITY BOSTON DETROIT PORTLAND CHICAGO SAN FRANCISCO 
H. H. Hoile P. Vining L. Mathieu’s Sons Harry O. Strom Arthur LaQueur Harry O. Strom 

10 E. 40th St. 137 “Kneeland St. “339 Chaimers Ave. 309 S.W. 4th Ave. McCormick Bldg. | Drumm St. 
AShliand 4-7534 Liberty 3094 LEnox 8499 HArrison 3229 Exbrook 3393 
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THE PORT AUTHORITY COMMERCE 

BUILDING WHERE FRITZSCHE NOW 

OCCUPIES TWO ACRES OF SPACE 
ON THE TWELFTH FLOOR 


New home of 
FRITZSCHE BROTHERS in 
PORT AUTHORITY COMMERCE 


BUILDING largest and most 
modern of its kind.... 


The continuous growth of our business both in volume and in scope has 
necessitated another removal in our sixty-four years of business existence. 
We have taken full advantage of this opportunity to equip our plant 
with every device which might add to the efficiency of our service and 
to the excellence of our offerings. 

An extensive air conditioning plant, scientifically designed to meet 
our special needs, enables us to store, compound and handle our raw 
materials and finished compositions under ideal conditions of tempera- 
ture and humidity constantly maintained year round within narrow limits. 

Greatly increased laboratory facilities, both for research and control, 
extend considerably our opportunities for service to our customers and 
make possible greater and more frequent contributions to the science of 
applying fragrance and flavor to a large and growing multitude of com- 
mercial products. 

Selection of the Port Authority Com- 
merce Building was influenced by its 
ready accessibility and its unequalled 
transportation facilities. It is an inland 
freight terminal for the eight great trunk 
line railroads entering New York City, 
thus bringing every town and city in the 
United States practically to our door 
step. Post Office and Railway Express 
Agency are located in the building. Four 
fast elevators bear loaded trucks to our 
own floor, giving us street level condi- 
tions under cover although two hundred 
feet above pavement. 

It is our belief that the advances thus 
effected will enable us to improve mark- 
edly the quality of a line and the effici- 
ency of a service already unmatched in 
our special field of endeavor. 

A cordial invitation is extended to all 
our friends to visit us when calling in 
New York. 


FRITZSCHE Brothers ine. 


816 WEST 8TH STREET LOS ANGELES CAI PORT AUTHORITY COMMERCE BLDG. 


Proprietors ot PARFUMERIES de SEILLANS Seillans, France 76 NINTH AVENUE, NEW YORE, N. Y 
FRITZSCHE BROTHERS of Canada Ltd. 77 79 Jarvis St.. Toronto. Canada 118 WEST OHIO ST CHICAGO ILI 














Liquid Absolute Essence of Rose 


Oil Neroli Petale Extra Fine 


1935 HARVEST 


E have now received the Liquid 
Absolute Essence of Rose and Oil of 
Neroli Petale Extra Fine of the 1935 


harvest from our Seillans factory. 


These are magnificent floral products 
of full strength, made in a scientific man- 
ner which preserves the rich, full, well- 
rounded odor of selected flowers’ 
Moreover, our selling price for both is 


considerably cheaper than in 1934. 





Liquid Absolute Essences 
F. B. 


fh S manufacturers of Liquid Absolute Flora] 


Essences in our own factory at Seillans, in 


the flower growing districts near Grasse, France, 


we are able to guarantee by personal knowledge 


the quality, the purity and the odor strength of 


these prod ucts. As the middleman has been eliminated 


there is only one profit involved. 


Cassie Ancienne 

Genet 

Geranium 

Jasmine 

Jasmine from Enfleurage 
Jasmine from Chassis 
Jonquille from Enfleurage 
Labdanum 


Lavender 


Mimosa 

Oak Moss 

Orange Flowers 

Orange Flowers from Water 
Rose 

Rose Bulgarian 

Tuberose from Enfleurage 
Tuberose from Chassis 


Ylang Ylang 








CIVET 


GPY reason of extremely advantageous arrangements 
at the source of origin we are exceptionally well 
placed to supply the finest qualities of pure unadulter- 


ated Civet at a very reasonable price. 


Civet has come to be an article of confidence in 
the widest sense of the word due to widespread 


adulteration. 


We guarantee our Civet to be free from all forms of 
adulteration, fortification and stretching and we invite 
comparison of our superb quality by those who use 


Civet in a large way. 





FRITZSCHE BROTHERS 


INCORPORATED 


78-84 Beekman Street, New York 


Branches 


BOSTON, MASS CHICAGO, ILI COLUMBUS, O KANSAS CITY, MO 
250 Stuart Street 118 West Ohio Street 21 East State Street 2018 Guinotte Avenue 
NEW ORLEANS, LA PHILADELPHIA, PA LOS ANGELES, CAI SAN FRANCISCO, CAI 
502 Louisiana Building 319 Bulletio Building 164 South Central Avenue 122 New Montgomery Street 


FRITZSCHE BROTHERS OF CANADA, Ltd 
77-79 Jarvis Street, TORONTO, CANADA 


PARFUMERIES DE SEILLANS, SEILLANS (VAR) FRANCE 
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sludgeless 


OTICE when you add alco- 

hol to the new Exchange 
Brand Oil of Lemon that it gives 
an absolutely clear extract. 


There is none of the cloud or 
sediment you encounterin using 
most other oils. You get immed- 
iately a clear-yellow extract for 
use in your products. Without 
delay. Without filtration. Without 
waste! 

The Exchange process of 
manufacture removes the 
troublesome insoluble sub- 
stances that cause muddiness. 


Also Improved in Other Ways 


This new method also im- 
proves the flavor, color and 


Give Lemon Oil 
the “extract test” 


Only Exchange Lemon 
Oil gives a clear-yellow 


solution + 4 4 


E 
N BOUGHT 


aroma of Exchange Brand Oil of 
Lemon. These qualities are 
made possible through the 
application of Exchange stand- 
ards of production control 
plus California lemons. 


It is uniform in performance. 
Stable in your finished products. 


Let Results Give Proof 


Your interest in better results 
and lower costs prompts you to 
make this test at once: Ordera 
small supply of Exchange Brand 
Oil of Lemon. Give it the “ex- 
tract test.” Test it in your prod- 
uct. Then compare the cost and 
figure your saving. 


Sold to the American market exclusively by 


FRITZSCHE BROTHERS, Inc. 
78-84 Beekman Street, New York City 


DODGE & OLCOTT COMPANY 
180 Varick Street, New York City 


MADE WITH ANOTHER BRAND 
ON THE OPEN MARKET 


olutions of Lemon Oil in 95% Alcohol 








A 5% by volume solution of Exchange 
Oil of Lemon in alcohol conforms to 
the U. S. Government's definition for 
lemon extract. 


QUICK FACTS 


. Flavor that suggests a freshly- 
cut lemon 


. Finer Aroma 


. Deep natural Color 
. Stable in your finished 


product 
. Uniform Performance 
. Lower Cost per unit of flavor 
AND NOW... 
. CLARIFIED. No sediment. 
No cloud. No filtration. 
No waste. 





Distributors for 
CALIFORNIA FRUIT GROWERS EXCHANGE 


Products Department, Ontario, California 
Producing Plant: EXCHANGE LEMON PRODUCTS CoO., Corona, Calif. 










OIL OF LEMON 





Copr., 1933, Products Department, California Fruit Growers Exchange 
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«Spam machine-made bottles compare favorably with fine hand-blown | 
bottles. Our patented Form Blank process eliminates mold scars and 
insures an even distribution of glass. They are supplied in various popular 


sizes to meet almost every need of the perfumer and cosmetician. 


We also offer distinctive hand-blown bottles. Like our machine-made bottles, 
these may be had in stock designs or we will gladly create a design for your 


exclusive use. 


Saas Widichons SWINDELL BROTHERS Sevens, Sete 


40 Court St. oo Edificio Moenck 


INCORPORATED & Quintana 209 


BALTIMORE ; ‘ MARYLAND 


Los Angeles New York Office 200 Fifth Avenue Chicago 


Baldwin & Baldwin 


James T. Johnson 


819 Santee St. ESTABLISHED 1873 1257 W. 97th Place 
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Improve the 
Appearance of Your Package 


with an attractive serviceable stock or 
specially designed 


Cap 


For perfumes, talcum and tooth powder, bath 

salts, etc. @ Furnished in a variety of designs in 

fancy metal, plain brass, polished brass, nickel 

plated or in other metals. Our “Negative Finish” 

resists acids, alkalies and alcohol. Proven by 
laboratory tests. Available in most designs. We 
make laboratory tests to determine proper fin- 
ish if necessary. Samples and prices on request. 


BRASS GOODS MFG. CO. 


345 ELDERT STREET 
BROOKLYN,N.Y. 


> FOxcroft 9—3900 


~ 
24 


= 4 


iis TIL 


0 
os . 


. 72 —43 M/M Bath Salt Cap No. 238 —15 M/M Talcum Can Top . 282*—24 M/M Screw Cap 
Yo. 140 —35 M/M Sifter Top Cap No. 240 —14% M/M Square Slip Cap io. 291*—22 M/M Screw Cap 
Yo. 150 —13. M/M Screw Cap No. 249 —144%4 M/M Screw Cap . 292 —28% M/M Flask Cap 
. 185 —15%4 M/M Screw Cap No. 250 —12 M/M x 23% M/M . 295 —13% M/M Slip Cap 
Yo. 186 —44. M/M Fancy Bath Salt Cap Oval Slip Cap Yo. 298*—38 M/M Talcum Cap, 
Yo. 188 —2314 M/M Talcum Can Top No. 251 —-15 M/M Screw Cap Sifter Top 
. 200 —28 M/M Sifter Top Cap No. 257 —12 M/M x 23% M/M Yo. 300*—18 M/M Screw Cap 
0200 —28 M/M One Piece Cap Oval Slip Cap No. 317 —11 M/M Slotted Slip Cap 
. 215 —19% M/M Talcum Can Top No. 258 —40 M/M Bath Salt Cap . 323 —45 M/M Bath Salt Cap 
io. 230 —13. M/M Screw Cap No. 264*—20 M/M Screw Cap . 324*—45 M/M Cream Jar Cap 
. 232 —13. M/M Screw Cap No. 267 —16 M/M Slip Cap Same design as No. 
. 234 —10% M/M Screw Cap No. 269 —44 M/M Bath Salt Cap 323. 
- 236 —19%4 M/M Slip Cap No. 281 —11 M/M Slip Cap Yo. 327*—43 M/M Same design as 


*FITS G. C. A. No. 400 GLASS FINISH No. 324. 
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b) 3 LILAC 8541 ROSE 9211 
JASMIN P. T. BOUQUET 695 (Floral) 
YLANG BLOSSOM BOUQUET 593 (Oriental) 


S& ™ ORIENTAL JACINTHE 
eB HONEYSUCKLE 973 SYRINGA BOUQUET 
MENTHOL BOUQUET BERGAMOT BLOSSOM 


QE Lily 212 VERBENA 
B COLOGNE MOUSSE MUGUET-LILAC 
ORANGEBLOSSOM541 TUBEROSE BOUQUET 


ESTS conducted in our own laboratories show that the Creamaromes not 
only are useful in cold cream, but may be used to equal advantage in 
such products as liquid creams, skin and tissue foods, lotions—practically all 


beauty preparations with the exception of certain vanishing creams. 


UNGERER & COMPANY 


13-15 WEST 20th ST... NEW YORK, N. Y. 














STAFFORD ALLEN & SONS 


LIMITED 















LONDON, ENGLAND 


QUALITY OILS 


for the 


PERFUMER 


"S 

T Oil Peru Balsam 

A Oil Peach Kernels 

F Oil Almonds Sweet True 

F 

A Oil Patchouly 

L Oil Sandalwood, E. |. 

: Oil Lavender, English 
N 

S UNGERER & CO. 


13-15 West 20th Street 
NEW YORK 


i A A LLL LL LL 
me 


These sales-compel- 
ling containers typify 
the fine workmanship 
that is but one part of 
Continental's packag- 
ing service. Continental 
cooperation, extended 
to any manufacturer 
with a packaging prob- 
lem, includes those 
three basic merchan- 
dising ingredients—re- 
search, design and 
package development. 
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F1837-1935 
ALMOST. A CENTURY 


of steadfast adherence to quality 
standards which have won the respect 
of>perfumers the world over. @ For 
samples and quotations on natural 
raw materials, address the exclusive 
United States representatives, Albert 


Verley, Inc. (see following page for 
address). 


ABSOLUTE SUPREME FLOWER OILS 


Jasmin * Orange Flower * Rose * Oil Neroli 
Bigarade Petale « Oil of Orris Concrete * Lav- 
ender Concrete * Absolute * Oil Lavender 
St Ann 48/50% * Oil Lavender Mt Blanc 
88/40 * Resinoids for Soap Perfume * Oil 


Vetivert * Oil Geranium. 


ALBERT VERLEY, INC. 








THE EUGENOL SERIES 


— a group of derivatives from the finest Oil of 
Cloves, developed and manufactured with the 
utmost care in our American laboratories, pri- 
marily to meet our own exacting requirements 
for our compositions and specialties. Now avail- 
able in limited quantities to those who must 
have the best and are willing to pay the small 
premium necessary to obtainit. » » » » 


Eugenol Extra A. V. Acetate Iso-Eugenyle A. V. 
Benzyl! Iso-Eugenol A. V. Eugeny] Formiate A. V. 
Benzoyl! Iso-Eugenol A. V. Methyl Eugenol A. V. 
Acetate Eugenyle A. V. Methy] Iso-Eugenol A. V. 


Iso-Eugenol Extra Crystalizable A. V. 


a 
2 #9 


3 


and RELATED SPECIALTIES 


... Our exclusive products in which 
various groupings of these interesting 
Those whe derivatives play an important part. 


appreciate the 
finer things in aro- 


f matics are invited to Oeillet Fleur 
write for working Oeillet Extra 


samples and prices. 


Oeilletantheme 


Neogenol Dianthus ‘‘E” 
Dianthum Dianthus “G” 
Dianthus “M” Xantogenol 
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Today's sales are made through finer quality of product, better 
packaging and real merchandising. We have the high 
quality products your line needs.. .consult our nearest office. 


HELFRICH 


HELFRICH LABORATORIES 
564-570 W. Monroe St, CHICAGO 


HELFRICH LABS. OF N. Y. INC. 
30-34 West 26th St, NEW YORK 


BALDWIN & BALDWIN, 819 Santee St., Los Angeles, Calif. 
CHARLES H. CURRY, 420 Market St., San Francisco, Calif. 
HERBERT J. BITTMAN, 318 People's Bank Bldg., Seattle, Wash. 


LIPSTICKS 
ROUGE COMPACTS 
POWDER COMPACTS 

ROUGE 
WDER 
DO W 

E 
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All perfumers are brilliant once in a while; 


only a few work with a steady glow... 


The chances of success with a new odor are 
safer when entrusted to a perfumer who has a 
consistent record of successes. That is one of the 
reasons why more and more important manufac- 
turers are coming to realize that it pays to buy 
a complete perfume oil, created by an artist- 
perfumer. 


Besides getting a superior product, another ad- 
vantage is that the manufacturer can shed the 
worry of keeping up stocks of a great number 
of chemicals and natural oils; he need no longer 
try to keep pace with crops in Grasse, hurricanes 
in Reunion, or politics in Bulgaria. All that care 


is transferred to other shoulders. 


The manufacturer has only one thing to do: 
pick out the type of odor he wants, and get it 
from a house that has real perfumers, and a 
house that is strong, progressive, reliable and 
understanding. 


van Ameringen-Haebler 


\Tanufacturers and Importers of 


A twninile Bees, 455 Ld ls 


llavor Alaterials, Aromatic Chemical 
Essential Oils, Perfume Specialties | 
315 FOURTH AVENUE, NEW YORK 
North Wacker Drive, Chicag #38 W. 48th St., Los Angeles +2 Wellington Stre 


Factory, Elizabeth, N. J. 








There isa Right Way to Buy Aromatics 
and a Dozen Wrong Ways 


It’s a simple matter to buy the right way. 
Just examine for 


a. Odor 
b. Purity 
c. Integrity 
d. Price 
In those four qualifications we and the products 


of our factory have built a sound and growing 
business. 


Some of the Products: 


Alpha Amy] Cinnamic Oleo Resins 


Aldehyde Terpeneless Oils 
Benzaldehyde Benzyl Cinnamate 
Citral Benzyl Salicylate 
Citronellol : 

Geranyl Acetate 
Geraniol . 


oo Methyl Para Cresol 
Irine (Ionone Series) : 


 tealant Para Cresyl Acetate 
Methyl Cinnamate Para Cresyl Phenyl Acetate 
Phenyl Ethyl Alcohol Phenyl Ethyl Acetate 

‘inol Phenyl Acetaldehyde 


and many others 


van Ameringen-Haebler, Inc. 


Manufacturers and Importers of 
Aromatic Essentials 
{i lavor Materials, dromatic Che ak 
Essential Oils, Perfume Specialties 
315 FOURTH AVENUE, NEW YORK 
180 North Wacker Drive, Chicago 438 W. 48th St., Los Angeles 42 Wellington Street, | I 


Factory, Elizabeth, N. J. 
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WV hat you can count on 


with PERROL 


|By itself, a wonderful cream odor. 

2—By itself, a beautiful, flowery perfume. 

3—Extremely fine powder odor when modified for the purpose. 

+—-Above all, a most valuable ingredient in your own compositions where 


you want the real foweriness of fresh cut blossoms. Not any one flower, 
but the dewy freshness of a morning bouquet. Use it 5“ to 35% in 
flower compositions. 

Send for samples 


van Ameringen-Haebler, Inc. 


Manufacturers and Importers of 


Aroma tic Essen tia /s 


Flavor Materials, Aromatic Chemicals 
Essential Oils, Perfume Specialties 


315 FOURTH AVENUE, NEW YORK 
180 North Wacker Drive, Chicago 438 W. 48th St., Los Angeles 42 Wellington Street, E., Toronto 


Factory, Elizabeth, N. J. 
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LRUE FPRUIT FLAVORS and 
ARTIFICIAL FLAVORS 


are an important part of our business. One of 
our factory buildings and many of our staff are 
devoted entirely to research and production of 
flavors. An excellent line of products, con- 


stantly improved, is worth looking into. 


HAARMANN & REIMER 
an old and valued name in the field of aro- 


matics. 


We are exclusive American representatives of 
this firm, and will be glad to have inquiries for 
their 
Flavor Specialties 
Perfume Specialties 
Aromatic Chemicals 


van Ameringen-Haebler, Inc. 
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5 FOURTH AVENUE, NEW YORK 


Elizabeth. \ ] 








DERFEGTION 


COLLAPSIBLE TUBES and 
BOTTLE SPRINKLER TOPS 


WHIT& METAL MFG. COMPANY 


HOBOKEN, NEW JERSEY 


CHICAGO OFFICE: CHARLES A. RINDELL, INC. 64 WEST RANDOLPH STREET 
DETROIT OFFICE: R. M. STEVENSON, DONOVAN BUILDING 
NEW YORK OFFICE: F. L. BUTZ, 393 SEVENTH AVENUE 


September, 1935 
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ANITY CASES 


ROUGE CASES 


PASTE ROUGE 
CONTAINERS 


LIPSTICK HOLDERS 


EYEBROW PENCIL 
HOLDERS 


BOTTLE CAPS 
JAR CAPS 


7» GEPORT 


METAL GOODS MFG. CO. 


BRIDGEPORT @® CONNECTICUT 


ESTABLISHED 1909 


@ TEL. BRIDGEPORT 3-3125 
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NATIONAL BEAUTY 


FOR THE PUBLIC 
A oo 


PRODUCTS EXPOSITION 
CHICAGO 

HOTEL SHERMAN 
MARCH 6, 7, 8 


ALINALYOddO NOILOWOUd 


September, 1935 


FIRST ANNUAL 









ANNOUNCING 





Inquiries solicited from manufacturers of nationally ad- 
vertised products who recognize the value of displaying 


and demonstrating to tremendous consumer audiences. 


Address all inquiries to 


COLUMBUS D. BEHAN, Msgr. 
139 N. CLARK ST. CHICAGO, ILL. 


Mr. Behan is Directing Head of nationally famous Midwest Beauty Trade 
Show held each year since 1924—the outstanding Trade Show of the 
beauty industry. 
















Illustration below shows the Classic 

Obiong (Design Pat. No. 94824), 

the complete line consisting of ‘2, 

1, 2, 3, 4, 6, 8, 12, 16 and 32 oz. 

capacities. Caps by The Closure 
Service Company. 


WAS A PIKER ( | 
compared to the buyers j 
whose business you want d 


@ Shylock, though he lived in Shakespeare’s pages, typifies still the hardboiled 
bargainer. But put him up against the average woman who is spending any 
family’s curtailed income today, and it’s ten to one SHE’D be the one to walk 
off with the pound of flesh. Her natural bargaining instinct is as keen as 


Damascus steel and whetted doubly sharp by the need of stretching every dollar 


to the limit. That is the kind of market that exists today, one that says “prove 


it” before a penny slides across the counter. The best way to prove your product 
is to SHOW it... in a modern glass container. Then there can be no question 
of quality, for it’s right before her eyes. There can be no argument about value, 
for there it is, for everyone to see. She’s going to compare what you offer with 
every competitive product, so the thing to do is beat her to the punch. Invite 
comparison by coming out in the open. And 
make sure of a favorable reaction by setting the 
stage with a really attractive glass package ...the 
kind Owens-Illinois is producing every day. A 
representative with full information about Com- 
plete Packaging Service is as close as your tele- 
phone. Simply call the nearest office of OWENS- 
ILLINOIS GLASS COMPANY, TOLEDO, OHIO. 


> 


OWENS-ILLINOIS 
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GIVAUDAN QUALITY 


S A MATTER O F 


© Givaudan chemists believe that a product is never so good that 
it is beyond the reach of improvement. They are working continu- 


ally to better what they have already improved and standardized. 


In the meantime, while new ways and methods are being found that 
will enable us to offer products of even higher quality, the present 
Givaudan Quality is maintained by controlled production .. . an 
exceptionally rigid system of testing, checking and analyzing. This is 
the secret of the consistently fine results that customers achieve with 
Givaudan materials. Write to us for samples and full information 


about these and other aromatic products. 


80 FIFTH AVENUE, NEW YORK, N.Y. 


BRANCHES: Philadelphia Los Angeles Atlanta Cincinnati Detroit 
Dallas Baltimore New Orleans Chicago San Francisco Seattle Montreal Havana 





EMO T0 BUYERS 


—A new, low-cost substitute for 
ROSIS Rose Absolute Grasse .. . rivals 
the original in odor . . . used alone or with the 
natural product. Ideal for extracts, lotions, powders 


and creams and new perfume combinations. Sells 


at about half the price of the natural. 


is the exact counterpart 
JAS M 0 N IS of the natural oil in odor 
—yet it is unaffected by light . . . does not discolor 
in creams and powders... can be used alone, or 
when blended with Jasmin brings out the full 


fragrance of the origina! odor. Low in price... 
and independent of weather and crop changes. 


T UJ B . 0 S bears the same rela- 
| S tion to Tuberose as 


Jasmonis does to Jasmin... and offers correspond- 
ing advantages in price and odor. There is no better 
value to be found anywhere than this synthetic 
Tuberose and none offers more interesting possibili- 


ties for creating new, fast-selling odor combinations. 


SAMPLES AND PRICES AVAILABLE ON REQUEST 


80 FIFTH AVENUE, NEW YORK, N. Y. 


BRANCHES: Philadelphia, Los Angeles, Atlanta, Cin- 
cinnati, Detroit, Dallas, Baltimore, New Orleans, 
Chicago, San Francisco, Seattie, Montreal, Havana 








PERFUMES 


A perfect odor combination often loses its strength and 








most of its pleasing characteristics in a few weeks, if not 
in a few days. The life of a perfume does not depend on 
the individual strength of the raw material employed, 
but is governed by the chemical reaction these materials 


undergo when combined. 


So-called fixatives are as a rule unions of gums and resins, 
which in practice seldom add to the lasting power of per- 
fume. In most cases, the creation of an actually perma- 


nent perfume is purely accidental. 


insure almost indefinite lasting qualities for any good 


odor combination. If you are interested in having your 
odor stand up under every conceivable condition, kindly 


write for samples of the following: 


A We have developed an absolutely certain method to 


for PERFUME * CREAM 
and POWDER 


/\orda 


ESSENTIAL OIL 
& CHEMICAL CO., INC. 


Chicayo Office St. Paul Office 601 West 26th Street, New York City 
325 W. Huron St. Pine and E. 3rd St. LAckwanna 4-4700 


Los Angeles Office Canadian Office Southern Office 
685 Antonia Ave. 119 Adelaide St. W., Toronto Candler Annex Bldg., Atlanta, Ga. 
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Bouquet 
des Alpes 


The gentleman's talcum odor. 
A favorite everywhere among 


people of discernment. 
« 


Try this and see for yourself 
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Amerine 
The All-Purpose Base! 










You will find Amerine essential 
to the development of complete 
individuality. Use it and 
heighten the appeal of your 
Creams, Face Powders, Lipsticks, 
Perfumes and Rouges. 


Samples and information on request. 





“\orda 


ESSENTIAL OIL 
& CHEMICAL CoO., Inc. 


Chicago Office St. Paul O ffice 601 West 26th Street, New York City 
325 W. Huron St. Pine and E. 3rd St. LAckawanna 4-4700 
Los Angeles Office Canadian O fhice Southern O ffice 
685 Antonia Ave. 119 Adelaide St. W., Toronto Candler Annex Bldg., Atlanta, Ga. 


September, 1935 


lr you want your product to be seen, recognized and bought more 


frequently, pack it in a distinctive Maryland Blue Bottle or Jar. And 


in the home, these rich, royal Blue containers are a constant remind- 
er of the quality of your product. Smart, modern stock designs are 
available for toiletries, nail polishes, polish removers, creams and 


tonics. Also sprinkler top bottles for shampoos, hair tonics and lotions. 


Write for samples. Picasc tcll us the nature of you r product and the sizes in which it is packed. Maryland Glass 


Corporatio Baltimore, Maryland. New York Representative: 270 Broadway, New Yo 


ork City. Pacific 
Coast Representative: Owens-Illinois Pacific Coast Con vy, San Francisco 


Relat BLUE Ltt 


Maryland Green Tint and Flint Bottles are of the same bith quality as Maryland Bl 
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» FOR A MODERN | PERFUME LINE 


Lee 















Normandee Lerbinia 


Modern aldehyde 
note 


Piquant and ultra- 
modern 










Bouquet *3 
Modern bouquet 


with sweet, lasting 
bottom 






Zanette 


Extremely sweet 
and lasting 







Floris 


A floral note that 
will add sweetness 
and effusion 













| WE offer for your consideration several new Felton spe- 
cialties possessing unusual merit. These are modern creations, 
and are certain to add sales appeal to your holiday line. 


We shall be pleased to supply samples for your examination. 





CHEMICAL COMPANY, Inc. 


Executive Offices and Factory: 603 JOHNSON AVE., BROOKLYN, N. Y. 


Boston, Mass. Philadelphia, Pa. Sandusky, Ohio Chicago, Ill. 

80 Boylston St. 200 So. 12th St. 1408 W. Market St. 1200 N. Ashland Ave. 
St. Louis, Mo. New Orleans, La. Los Angeles, Cal. 
245 Union Blvd. Balter Bldq. 515 So. Fairfax Ave. 


Stocks carried in principal cities 
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OPEN A HUGE 
MARKET FOR THE 
PERFUME INDUSTRY 


The market for perfumes, disseminated through 


artistic and appropriate disseminators, has 















scarcely been touched. Felton Chemical Co. has studied this market exhaustively. They 


have much valuable information for the manufacturer or distributor who is interested. 


PERFUME BASES 


The proper odor for a disseminator must be developed with several special character- 
istics in mind. Just any perfume, no matter how pleasant, will not do. The perfume 
for a disseminator must possess effusion, must be persistent, must be reasonable in | 
cost, and must be appropriate to the place in which it is used. Odors developed by 
Felton for perfume disseminators will meet these special requirements. 





Write us for full information on this 
subject, and appropriate samples, 
which we shall be pleased to furnish. 


EXECUTIVE OFFICES AND FACTORY 603 JOHNSON AVE. BROOKLYN, N. Y. 


Manufacturers of | FELTON | 


AROMATIC CHEMICALS, NATURAL 
ISOLATES, PERFUME OILS, ARTIFICIAL 
FLOWER and FLAVOR OILS 


Stocks carried in principal cities. 











Wauy not investigate and see if you can improve 



















your product? That is one sure way to increase 
interest and sales, is it not? 


Many prominent authorities share the convic- 
tion that APLI Processed Cosmetics are the 
finest quality known to our industry .. . defi- 
nitely superior on all counts by any test. This 

is a good time to investigate . . . find out at 
our expense. Write for a dozen or so of 
Lipsticks or Rouges in any new popular 
shade (we make most of them) and runa 

user test. 


You have nothing to lose and so very 
much to learn and profit. 


AMERICAN PERFUMERS’ LABORATORIES 


Incorporated 


Makers of the World’s Finest Cosmetics 


114 FIFTH AVENUE, NEW YORK, N. Y. 


Canadian Laboratories: 


1015 ST. ALEXANDER STREET, MONTREAL, QUEBEC 
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FABRIQUES 
de LAIRE 


Paris, France 
Established 1878 


Our Incomparable Specialties 


are in demand by discriminating perfumers every- 
where. Try any of our more recent creations: 





Cinnamylal Decaliol 


Narcetone Gardenia 83 
Jasmin Vrai Oeillet 232 
Lilas Triple Violette 232 



















Send for our complete list 


J. MERO & BOYVEAU 


Grasse, France 
Our extensive line of NATURAL FLORAL products for 
perfumery affords highest quality at reasonable prices. 


GMB 
FLORAL ; 
ABSOLUTES ae: 


FIXODORS 


Soluble resin extractives from aromatic bases. 


SUPER 
ABSOLUTES 








EXTRAFLORS 


A good line of bases ready to be placed in alcohol. 


and SURFLEURS 


Compounded bases, distilled over fresh flowers. 


Dodge & Olcott Company 
180 Varick St. New York 


Sole American and Canadian distributors 





vof the house is reflected in the quality « 
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for Fine Quality 


Specify 
°“*SANDERSON’’ 
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Our own productions for delivery 


direct from New York Stocks 


OIL LEMON 
OIL ORANGE SWEET 
OIL ORANGE BITTER 
OIL BERGAMOT 
OIL MANDARIN 





Dodge & Oleott Company 
| 180 Varick St. New York 


Sole American and Canadian distributors 
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HE “make-up” of a package is 





its sole key to sales appeal. 
Without smartness, without that trim 
and dainty appearance that stamps a 
package as truly modern, it must bow 
to its more attractive neighbors on 
the dealer’s shelf. 

Kimble Glass Vials—lustrous and 
sparkling, colorful and convenient — 
are as new and as different as tomor- 
row. Each vial, with its distinctive 
design, its bright hued cap or closure, 
imparts an outstanding character to 
the article it contains. It may be a new 


toilet novelty — a new tooth powder 


—an already well-known perfume, or 
headache remedy, or digestive tablet. 
Dress it up in a Kimble Vial— marvel 
at its new appeal—watch it speed to 
new sales heights and profit records. 

Kimble Vials are available for Drop- 
pers, Applicators, Shaker Tops, Goldy 
Seals, Re-Seal-It Caps, Slip Caps, 
Screw Caps of metal or Bakelite. Spe- 
cial designs for particular needs. All of 
them are light and convenient to carry 
— strong and durable— sanitary and 
safe, and low in cost. Confer with 
Kimble first on sampling and _pack- 
aging problems, and build a new and 


winning personality for your product. 


KIMBLE GLASS COMPANY --> VINELAND, N. J. 


NEW YORK+ CHICAGO+PHILADELPHIA+DETROIT*+ BOSTON 
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(A Few Parento Products 


for Fine Perfumes 


ABSOLUTES 


Jasmin * Rose 


Tuberose 


TERPENELESS OILS 


Bergamot . Orange 


Lavender 


ANIMAL FIXATIVES 


Ambergris * Civet 
Musk Tonquin 


SPECIALTIES 


Jasmosynth e Rosesynth 
Rose Aldehyde F 


@ PERFUME BASES 


Base 240 A @ Mimosa goA 
Gardenia Viridis M 


You will find many other products of interest listed in our 


catalogue. 


Compagnie Parento, Inc. 
Executive Offices and Laboratories 
CROTON-ON-HUDSON, N. Y. 

NEW YORK DETROIT LOS ANGELES 
SAN FRANCISCO SEATTLE PORTLAND, ORE. 

TORONTO 


Compagnie Parento, Limited, 73 Adelaide St., W., Toronto, Ontario, Canada 
COLOMBES, FRANCE LONDON, ENGLAND 





(Designed 


for the 
(Discriminating 


If you are seeking a Jasmin note for 


Creams 


Jasmin Petals 4145 B 


is a blend of unusual merit which 


does nol discolor. 


For Powders 


Jasmin D 


If you want a fresh Bouquet of ex- 


hilarating character 


Fleur de Lis B 


can be used in practically all types 


of cosmetic preparations. 


Compagnie Parento, Inc. 


Executive Offices and Laboratories 


CROTON-ON-HUDSON, N. Y. 


NEW YORK DETROIT LOS ANGELES SAN FRANCISCO 
SEATTLE PORTLAND, ORE. 


TORONTO 


Compagnie Parenlo, Limited, 75 Adelaide St., W., Toronto, Ontario, Canada 


COLOMBES, FRANCE LONDON, ENGLAND 





. 


F. Nn. BURT COMPANY, LTD. 


MANUFACTURERS OF FINE SET-UP PAPER BOXES 
BUFFALO ~NEW YORK 


CANADIAN DIVISION: DOMINION PAPER BOX CO.,.TORONTO 


Representatives 


New York City Territory Chicago Territory Pennsylvania Territory 
C. M. BOSCOWITZ C. A. HAMMOND A. B. HEBELER 
H. H. BOSCOWITZ 919 N. Michigan Ave. P. O. Box 6308 — 
17 West 44th Street Room 2203 West Market St. Station 
New York City Chicago, Illinois Philadelphia, Pa. 
: , Southern Territory 
New England Territory Ohio Vereitory FRANK D. JACKSON 
WILLIAM H. BRADFORD CO W. G. HAZEN 2150 Washington Ave. 
702 Beacon Street P.O. Box No. 2445 Apartment 1|2 
Boston, Mass. Fast Cleveland, Ohio Memphis, Tennessee 





You Remember... 
Milady’s favorite 


When “Bicycles were 
built for To?” 


HE sweet fragrance of 
delicate gardenias, the alluring 
scent of jasmine, the unmistak- 
able odour of fresh cut roses 

... they were milady’s choice in the romantic days of the “Gay Nineties”! 


And today, feminine whimsy returns the fragrance of flowers to popular 
favor to take the coveted place of blends as the “high fashion” in per- 
fumes, powder, and toilet water scents. 


And now, too, the character and true fragrance of MM&R Perfume Oils 
make them the first choice of the drug and cosmetic industry. 


Prices and testing samples will be furnished on request. 


5-0 6 EP mememniantat 


particular attention 1s being paid to 


*GARDENIA G.H. * JASMINE "N" ® ROSE BLUE * DELMAREO 
CARNATION FLEURS *® LOCUST BLOSSOM No. 2 

FIXATIVES;: VETIVERT No. 612 MM&R *® TONQUIN MUSK 
SNAKE ROOT No. 521 MM&R ® FIXATIVE EY MM&R 


“These are but a few of the many products produced under the dependable 
seal cf Magnus, Mabee & Reynard, Inc 


MAGNUS, MABEE & REYNARD, INC. 


ESSENTIAL OILS, BALSAMS, AROMATIC ann (ZA) BASIC PERFUMING PRODUCTS .. . . SINCE 1895 


32 CLIFF STREET \*\/ NEW YORK, N. Y. 


CHICAGO PHILADELPHIA BOSTON MEXICO, D. F. 
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A GLIMPSE INTO THE PAST... . 
....WITH AN EYE TO THE FUTURE 


WV henever originality is required to satisfy the individuality 
of your product, Sagamor offers you a complete service. 


SAGAMOR METAL GOODS CORP. 


43-01 22nd STREET: L. |. CITY, N. Y. 


Telephone STillwell 4-4820-1-2 Cables: Sagmetgo New York, A.B.C. Fifth Edition 
Chicago Office: Railway Exchange Building. Phones: HARrison 3015-3016 


COMPACT CASES ® LOOSE POWDER SIFTERS ® LIPSTICK CONTAINERS ® 
ROUGE CASES ® MASCARA CASES ® STAMPED METAL GOODS ® NOVELTIES 


September, 1935 





a 


THE SPIRIT'O 


si a 


Pet 
4 


. 


PHILA 


ROSSVILLE ALCOHOL .. 


DELPHIA.. 


ro es — 


oe 


rs “ 


F THE NATION: 


a — a 
ee td r 
ae J - ~ a 
d pe a St Go i 
wl Patel a - ¥ 
De a Pa En d 


= 


PHOTO @Y FAI SURVEYS, INC. 


‘The world's workshop." An industrial giant demanding large 
quantities of ROSSVILLE ALCOHOLS... . for every indus- 
trial, scientific, and pharmaceutical purpose. Quick delivery 


of ROSSVILLE ALCOHOLS to Philadelphia's trading 


territory is made possible through central warehouse facilities. 


(OMMERCIAL SOLVENTS (ORPORATION 
NEW YORK CENTRAL BLDG., NEW YORK, N.Y. 
THE SPIRIT OF THE NATION 
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A PERFUMER’S VISION THAT 
BECAME A REALITY 


TD 


Saude by dou Ba? 


MAKERS OF A MOST COMPLETE LINE OF 
ROSE AROMATICS 


Jack Rose is one of the major triumphs of the du Pont perfume laboratory. It is 
an all-purpose rose odor designed to sell at the popular price of $3.50 per lb. But 
It is a powerful, true scent that 


you can be sure its quality is far above average. 
\ standing tribute are the 


It will not discolor. 


possesses long-lasting fragrance. 
They are still buying du Pont Jack Rose. 


customers to whom it was first sold. 


Write for samples on your firm’s letterhead. 





12 {cere 


POSSESSES A CHARM AND AP- 
PEAL THAT IS ALWAYS IN VOGUE 


DD 
ra 
‘~ 
ROSE ANGLAISE 
(87.50 per th.) 


This product portrays the English Garden Rose. It 
has manifold uses—in creams, lotions and powder. 
In caster oil preparations it produces an excellent 
disguise. When Lanolin is present in creams and skin 
lotion, the odor must be masked. This can be accom- 
plished most efficiently with Rose Anglaise. 


ROSE IMPERIALE 
(87.50 per Ib.) 


It will remind you of the delightful scent that ema- 
nates from a bouquet of Tea, American and June 
Roses. For use in fine facial creams and skin lotions. 


ROSE DE MAI. SCUR 
(S1R.00 per tb.) 


This rose aromatic meets the needs of the perfume 
creator. It should be considered a raw material. 
and an excellent substitute for the well-known 
French rose essence. For use in fine extracts and 
toilet waters. 


ROSE KAZANLIK, SCUR 
(8:30.00 per tb.) 


In the famous “Valley of Roses” in Bulgaria this 
odor was born. No truer simulation of the original 
exists than that which is offered by du Pont. It is a 
product sure to delight the heart of any creator of 
perfumes who wants an excellent substitute for the 
Bulgarian rose essence. It is used for fine extracts 
and toilet waters. 


When writing for samples of these products, 


be sure to do so on your firm’s letterhead. 


AROMATICS 


E. I. DU PONT DE NEMOURS & CO., INC. 


Fine Chemicals Division 


Wilmington, Delaware 


{gents for Societe des Usines Chimiques Rhone-Poulenc 





OF MICRONIZING'S 


FLUID-LIKE TEXTURE 


NO TRACE OF GRIT.... 


® Micronized Rouge and Pow- 
der Compacts blend perfect- 
ly with the skin, because their 
substance is more like cream 
than powder. 


@ The fine particles will not 
stick in the pores, and cannot 
scratch, for you will find no 
trace of grit. 


@ Everywhere this new proc- 


ess has been acclaimed, from 
every standpoint, for setting 
a new standard in rouge and 
powder compacts. 


@ We are the only private 
label house having the ex- 
clusive rights from the in- 
ventor in the use of this most 
revolutionary manufacturing 
method. 


PRODUCTS 


ULTRA FINE PRODUCTS EXCLUSIVELY 
UNDER PRIVATE LABEL 


Micronized Rouge and Powder Compacts 


Face Powder 
Cream Lip Rouge 
Cosmetique 


Face Creams 
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Lipsticks 


Eye Shadow 
Cream Cheek Rouge 


Lotions 


kL those manufacturers who take pride 
in their products and their reputation, fine 
rouge and powder are essential. As the 
unretouched photomicrographs show, 
MICRONIZED rouge and powder—in con- 
trast with ordinary rouges and powders— 
are completely free from those large par- 
ticles seen in the other picture. Cosmetic 
skin, enlarged pores, and blackheads are 
the results of the use of ordinary rouges 
and powders . . . and the enemies of a 
manufacturer's reputation. 


But MICRONIZING does more than cre- 
ate particles so fine that they will easily 
pass through a 1,000 mesh screen. You 
will find a matchless uniformity of color 
from surface to bottom and soft vibrant 
shades never seen before . . . made pos- 
sible by thorough blending. 


Be sure to send for your samples today 
. ..and make your own tests! 


LIABILITY INSURANCE CARRIED 








7 FACE 





. 
BATAVIA 


New York Office 
SEWELL H. CORKRAN 


30 East 42nd Street 


Chicago Office 


H.G 
180 North Wacker 


Phone: MUrray Hill 2-3447 Phone: RANdolph 0934-0935 
Detroit Office: H. E. BROWN, 7376 Grand River Ave 
Phone: Euclid 2211 
54 


" COMPARTMENTS 


MacKAY 


ROUGE 


BOX 


RAPE 
OX€ES 


Oo 


... presenting three boxes 
that will add sales value 
to the products they will 
contain. 

Our nearest represent- 


ative will be glad to call. 


POWDER BOX WITH 


ae 


rn a! PY 


N. ROWELL CO., Inc. 


NEW YORK 


Hollywood, Cal., Office 


C. H. E. DUNN 
Guaranty Bldg., 6331 Hollywood Blvd 
Phone: Hollywood 0111 Phone: Hancock 0398 


St. Louis Office: The DICK DUNN Co., Merchandise Mart Bldg 
12th Blvd. & Spruce St., Phone: Central 3544 


The 


Boston Office 
H. P. TUCKER 


52 Chauncey Street 


Drive 
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LEADERSHIP: 


ROURE-BERTRAND FILS, 
in 1873, were the First to create 
Concrete Essences from pomades, 
and in 1900, discovered the process for 


the manufacture of 
ABSOLUTE FLOWER ESSENCES 


Constant research has enabled us 


to continue to offer the finest quality prod- 


ucts to our customers. 













ABSOLUTES RESINOIDS CONCRETES 


Sole Representative in the United States and Canada 


GEORGE SILVER 













CHICAGO: 722 West Austin Ave. (Phone: HAYmarket 0991) 
LOS ANGELES: 819 Santee St., Room 622. (Phone: Tucker 6453) 








ROURE-BERTRAND FILS & JUSTIN DUPONT 


Laragne Boufarik PARIS GRASSE Argenteuil 








IMPORT COMPANY 
351-53 FOURTH AVENUE = (Phone: MUrray Hill 4-7797) | NEW YORK 


reasons for using 


SCHIMMEL 


CINNAMIC 
ALCOHOL 


A fine fixative 
Its faint hyacinth note will enrich many compositions 
Will not discolor creams or soaps 


Our special process guarantees a uniformly high quality 


> 


SCHIMMEL.:..: 


601 West 26th Street New York, N. Y. 


Chicago Representative : 
A. C. DRURY & CO. 
219 E. North Water St., Chicago, Ill. 
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Only the best in RAW MATERIALS 
from DRURY .... 











COLGATE-PALMOLIVE-PEET 
GLYCERINE COMPANY 
U.S.P. C.P. Dynamite Chicago, Illinois 
CHALK PRECIPITATED U.S. P. re 
Ex. Light Dense New York 
T ‘ALC “SIERRA” — eae —. 
Snow Cloud Mist Calit. 
C ASTILE So AP “1 Aco” LOCKWOOD BRACKETT CO. 
Powdered Granular Bars Mass. 
PLYMOUTH ORGANIC 
STEARATES LABORATORIES 
Zinc Magnesia Aluminum New York 
VANILLAS AND TONKA BEANS TeURGTON @ enamecn 
Gu MS:- New York 
Arabic Karaya § Tragacanth 
HARKNESS & COWING CO. 
STEARIC AcID Cincinnati 
Triple Pressed  Saponified Ohio 
ZINC OXIDE “eee 
Gold Seal U.S.P. White Seal PHILIPP BROTHERS, Inc., NEW YORK 
T. L. BRAND PURE \W/HITE = tHEODORLEONHARD WAXCO. 
Haledon, Pate 
BEESWAX — 


Extra quality, U.S.P. and 100% Pure 


In addition to the above items which we handle as sales agents for our principals, we are engaged, 
on our own account, in the importation of an extensive line of Raw Materials, carrying spot stocks. 


A. C. DRURY & CO., Inc. 


CHEMICALS - ESSENTIAL OILS - SYNTHETICS - BOUQUETS - TALC - CLAY - WAX 


Cable Address ax “DRUCO” | 
» | 
219 E. North Water St. Chicago, Illinois 











| QP freres 









Grasse ~ Frames 
Esteblished 1820 


| 


Finest Quality 
Flower Oils 


Absolutes: Violet Leaves 
Mimosa 
Jonquil 
Rose de Mai 
Orange Flowers 


Jasmin 


Oil of Neal Oil of Lavender 


Sole agents: 


Benj. French, Inc. 
160 Fifth Avenue 549 W. Randolph Street 
New York, N. Y. Chicago 











TUKNING [DEAS INTO METAL 


THERE'S a great difference between a rough design and the fin- 
ished product. The man who can conceive or sketch a sleek, attractive container usually has but little 
conception of the process involved in making it efficiently and economically—but mechanical problems 
are involved, and that’s our business — turning ideas into metal. ® Some twenty-five years of experi- 
ence in making lipsticks, vanities, compacts, closures, and the like, plus an up-to-the-minute understanding 
of what will sell and what won't sell today, put us in a position to furnish a unique service to the drug and 
cosmetic industry. That’s why we can point with pride to the many successes that have built their sales- 
records with the help of Scovill containers. © Our sales and design experts have an intimate under- 
standing of the value of colors and materials in these indispensable dispensers of a lady’s beauty. They 
know the effect of design, size, shape, and novelty on sales. And our production and manufacturing special- 
ists know how to appeal to our customers on the basis of costs, schedules, shipments. May we discuss the 


application of this knowledge to 


NN 
your problems? Write or telephone Cy S , " V / L L 


2 ce ~ te i 8. Se vi 
one of our offices for details. Scovill § .eovas manuracturine COMPANY, WATERBURY, CONNECTICUT 


Manufacturing Company, 79 Mill Boston Providence New York Philadelphia Atlanta Syracuse 
~ i. = . Pittsburgh Detroit Chicago Cincinnati San Francisco Los Angeles 
Street, Waterbury, Connecticut. IN EUROPE: The Hague, Holland 1N CANADA: 334 King St., E., Toronto, Ont. 
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BEAUTY 
AFLOAT 


The beauty salon of S.S. Normandie 
the flag ship of the French Line—-is a 
creation of Alavoine of Paris. It is made 
entirely of glass and untarnishable steel. 
Outstanding is a large and beautiful panel 
showing The Toilet of Venus and other 
smaller panels with flowers and “les at- 
tributs de la coiffure.” The large panel, 
executed in vigorous style, has mirrors 
which reflect agreeably the ensemble. 

The walls are of nonrustable steel, and 
the panels set in the walls are of deco- 


olass. The floor is of 


rated engraved g 


mosaic; the room is lighted by a center 


illuminated frieze and by pilasters in 
rough engraved glass. 

The center part of the room is the wait- 
ing room. The furniture consists of a 
large sofa and four armchairs covered 


with a plain blue material—these placed 


on a handknitted rug of light colors and 
geometrical design. 
The remainder of the room is made up 
of booths (with special booths for pedi- 
cure and massage) each treated in a dif- 
ferent color. 

The photographs on page 66 were 
taken by Byron Company, Inc., and are 
here shown for the first time. 
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THE FALLACY OF CUT PRICES 


Why Maintenance of Standard Values 
Is Essential to the Quality Appeal 


F the government is going to settle the 

question of price cutting, once and 
for all—whose ox is going to be gored? 
And is it the manufacturer, or ihe re- 
tailer, who first got his ox into a posi- 
tion where a federal horn can ventilate 
him? 

Some years ago the president of one 
of the Midwest’s largest department 
stores said, in a magazine article, ihat 
it was unreasonable to expect depart- 
ment stores to sell a nationally adver- 
tised mouth wash at 59¢, when the 
wholesale cost was practically that fig- 
ure. 

The expectation had apparently 
reached that point, but it had arrived 
there by a long journey from the mutual 
expectation of the manufacturer and re- 
tailer when the mouthwash in question 
had first been placed on the market. At 
the launching the retail price had been 
established at one dollar, and ihe 
wholesale price permitted a comforta- 
bly adequate markup. Then, as sales of 
the article increased and volume mount- 
ed a few retailers here and there shaved 
a few cents off their profit to attract 
more customers to their stores. Other 
retailers shaved a few cents off that 
price. The process continued until no 
retailer was making any profit at all off 
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by DONALD S. COWLING 


Sales Manager of Lucien Lelong, Inc. 





a standard, nationally advertised arti- 
cle with a large sales volume. 

That’s old stuff, of course. But the 
subject of price mantenance is one that 
will bear much repetition. 

If a manufacturer intends to pursue a 
policy of price maintenance, it is highly 
incumbent upon him that he start that 
policy at the very inception of his busi- 
ness, and pursue it earnestly and sin- 
cerely throughout his business life. 
Even then, when his business attains 
such national prominence that the name 
of his line is a familiar household word. 
he will fine price-cutting on it breaking 
out in so many places that the problem 
of protecting his loyal dealers engages 
much of his time. Some manufacturers, 
finding it easier to float with the cur- 
rent, shrug their shoulders and say 


philosophically, “Well, probably 
they'll sell more face powder at 69¢ 
than they would at $1.00,” and hope 
for the best. But the trouble with that 
hope is that pretty soon the powder is 
known as a 69¢ powder instead of $1.00 
powder, and prices are cut below that, 
and in a very short time women say, 
“No, I don’t want that cheap powder, I 
want something better,” and they buy 
another powder at $1.00, comfortably 
paying the full price for a box of pow- 
der no whit better than the one despised 
at 57¢. 

It is easy to see, then, what happens 
to that philosophical manufacturer's 
powder. There’s no money for the store 
in handling it any more. So long as the 
demand held up the store was willing 
to carry it for the convenience of its 
patrons, and because it was a “leader” 
to attract patronage to its toilet goods 
department. But let the customers begin 
to pass it by, in these days of dated 
stock and automatic stock control, and 
that powder is off the shelf and out of 
the department so quickly it makes the 
manufacturer's head swim. 

And of all sad words of tongue and 
pen the saddest are these: Try to liven 
the corpse again. Once a line of toilet 
goods is dead, it is DEAD, and all the 
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“The Odor of Cut Prices Still Clings’ 


king’s horses and all the king’s men and 
money and everything else won’t make 
it show even a flutter of life again. And 
into that line may have gone all the 
skill and knowledge of learned cosme- 
ticians, all the persuasive and convinc- 
ing artistry of the best advertising 
brains in the country, and the most 
strenuous efforts of expert sales organ- 
izations. 

All, all to end only as a few dusty 
packages on a “Your Choice of Any 
Article on This Table for Ten Cents” 
table, mute evidence of the retailer’s 
willingness to cut into the profits of his 
own business and sink a few manufac- 
turers and importers in the process. 

One factor that tempts dealers to 
price jockeying is a belief in the allure 
of odd prices, giving the impression of 
a sale price below what might be re- 
garded as the standard price. Go into a 
Hotel Statler cafeteria for instance, and 
see “Liver and Bacon—59¢,” ‘‘Ice 
Cream and Cake—27¢,” or into the 
Grand Central Station and see a box of 
candy bearing the nationally known 
name of the concessionnaire holding 
the booth, his own make under his own 
name, priced at 69¢. By no stretch of 
the imagination would a thoughtful 
man or woman regard these as bargain 
or cut prices. The merchandise is pro- 
duced by the people offering it for 
sale, and there is no generally accepted 
standard price by which one might 
judge whether or not he is getting a 
bargain. Surely the creators of these 
finished products may set the prices at 
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which they wish to retail them. If they 
determine upon prices of 19¢ and 69¢ 
it is to appeal to the bargain hunting 
instinct which they believe motivates 
the purchases of the clientele. How 
much more strongly, then, does this 
urge impel retailers of standard, price- 
marked merchandise to go below the 
known prices of the wares upon their 
counters ? 

We don’t know much about the old 
general store days when crackers, flour, 
and other standard commodities were 
supplied the retailers in barrels, but 
doubt 
standard of prices, and communication 


we that there was a universal 
being what it was, the dealer probably 
determined his selling prices by what- 
ever he thought the traffic would bear. 
Not many of his customers had any 
more than a hazy idea of what the 
dealer paid for his merchandise. If he 
wanted to cut his profit it affected, gen- 
erally speaking, nobody but himself. 

With the advent of packaged goods 
and national advertising campaigns, 
however, merchandise began to be 
standardized, prices were known. The 
merchant who was willing to sell goods 
below the standard price cut his profit 
in the belief that through appealing to 
the bargain hunting instinct he would 
altract a larger patronage. 

In the early days of the toilet goods 
industry this belief was so strong that 
many department stores sacrificed all 
the profit on toilet goods to attract pat- 
ronage to their stores. Accordingly this 
department was placed at the rear of 





the store, the idea being that women 
drawn to the store by the bait of cut 
prices on face powder and perfume 
would on their way to the toilet goods 
counter purchase enough other mer- 
chandise to more than make up the 
losses suffered in the toilet goods de- 
partment. With the rapidly increasing 
use of toilet goods and cosmetics in 
the past two decades, however, that 
plan became untenable. The toilet 
goods department was moved to the 
front of the store, and soon proved its 
ability to stand on its own legs and de- 
liver its commensurate share of profit- 
able business. 

But in spite of this, the odor of cut 
prices too often clings ‘round it still. 
Some years ago, when on the road for 
a large importer of French cosmetics, 
we had in the line a very well-known 
face powder listed to retail at 50¢. The 
price to the dealer was $4.50 per dozen, 
or $48.00 per gross. Such a wholesale 
price wouldn’t show a very good mark- 
up now, and even in those days a 
dealer had to be able to purchase a 
gross of the powder to give himself 
a break. This particular powder, how- 
ever, was well advertised and nationally 
known, and dealers were always sure 
of a demand for it. The price at which 
the powder was usually sold was 39¢, 
and even those dealers who objected so 
strenuously to the narrow margin of 
profit sold it at the cut price. As a mea- 
sure of relief this importer, in addition 
to putting the powder up in the stand- 
ard boxes, packed the same powder in 
other boxes of the 
same capacity and general style under 


some half-dozen 
various labels. These boxes carried a 
wholesale price of $3.00 per dozen, or 
$30.00 per gross. There was no national 
advertising on these other brands, and 
each one was carried by only one dealer 
in acommunity. That gave a dealer the 
opportunity to use the standard brand 
as a leader, if he wished, and put his ef- 
forts on the other brand, which showed 
him a very comforting markup. And 
possibly if every individual druggist 
had been able to handle all his trade 
personally it would have worked out 
that way. His clerks, however, invari- 
ably followed the line of least resis- 
tance, and when a woman asked for 
face powder reached for the standard 
brand, which showed the druggist little 
or no profit. There was no use in the 
importers attempting to get the price 
back to 50¢. That powder had been 
sold at 39¢ so long and so universally 
that 39¢ had become the established 


The American Perfumer 





price. If a dealer wished to put a real 
cut price on it he was obliged to cut it 
still lower, and some of them did, even 
to a point where they actually lost 
money on every box sold. 

The result was inevitable. Other 
powders with large advertising cam- 
paigns behind them came along — 
newer powders, these, not so long on 
the market as to have established them- 
selves as standard at the recommended 
retail price, and as the demand grew, 
druggists turned thankfully to them, 
tired of losing money on each sale of 
the other. 

Thus the importer in question lost 
out on both counts. The unadvertised 
powders were neglected in favor of the 
advertised, even with no profit to be 
made on its sale. But through its being 
sold at a price cut so low that there 
was no profit in handling it, it too was 
crowded out of the picture as soon as 
some other manufacturer’s advertising 
had created a demand for his product. 
Then the circle was started all over 
again. Built up by advertising to a 
point where dealers found the new 
powder easy to sell, some enterprising 


\ 


stores got out their red pencils and cut 
the price. 

Who is to blame? Surely not the 
manufacturers. The most that any of 
them do is wink at the practice when 
it has gone so far as to make any al- 
tempt to bring prices up again of doubt- 
ful value, hoping that the lower price 
will result in increased volume. 

So far as we can see the retailer has 
only himself to blame for short profits 
in his toilet goods department. It is 
vain to argue that, after all it is his own 
affair. The welfare of the manufac- 
turer is in his hands. When the retailer 
has killed one line by cutting prices 
some other manufacturer has built up 
another one that he can take up, and 
he does, quickly, leaving the manufac- 
turer of line No. 1 holding an empty 
sack. It is the manufacturer or im- 
porter who suffers, and in business, as 
in medicine, it is the sufferer himself 
who is most likely to see about a cure. 
The first step toward effecting a cure 
for the most pernicious malady infect- 
ing the toilet goods industry is coopera- 
tion, and that step has been taken. 
We're bound to go on. 
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@ DISCOLORATION § A friend of 
ours recently had trouble with a liquid 
product containing oxy-quinoline sul- 
fate. It seems that on standing a short 
time, a green coloration set in, which 
was not present originally. On look- 
ing into the matter we soon found that 
a little iron was finding its way into 
the concoction, and the green colora- 
tion was due to its presence. Watch out 
for this, as it is a common source of 
trouble. Incidentally, we will have 
some dope on the value of this material 
as an antiseptic and germicide in an 
article shortly. 


@ ANTI-OXIDANTS After testing 
samples of sweet almond oil protected 
with 0.1% of (a) propenyl guaethol, 
(b) propyl-p-oxy-benzoic acid, (c) or- 
tho phenyl-phenol, we find them valu- 
able in the following order. Both (a) 
and (b) first, and (c) last. The con- 
trol sample required twice as much 
N/100 sodium thiosulfate to neutral- 
ize the iodine liberated from an alco- 
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holic solution of potassium iodide, as 
did (a) and (b), with (c) being a very 
close second. Samples were exposed to 
sunlight under diverse conditions of 
weather, and were about one year old. 
Clear glass bottles were used. Neither 
of the antioxidants gave complete pro- 
tection, though the time of exposure was 
short. More on this again. 


@ ZINC TOXICITY § We have just 
received a reprint of an article by 
Drinker & Fairhall (U.S. Public Health 
Report, Vol. 48, No. 32, p. 955, 1933) 
and though it is of some time ago, it 
is still good to know that this branch of 
the Treasury Department gives zinc 
salts a clean bill of health. “Finally, 
it is proper to mention a mechanical 


effect of . . . zinc stearate dusting pow- 
ders. Such powders have frequently 


caused death in infants who have in- 
haled them directly from the can. These 
instances have no bearing upon the 
problem of zinc toxicity. They occur 
when any dry, adhesive powder is in- 


haled in sufficient amounts.” The re- 
port, going into some detail, states that 
the zinc ion is not toxic. In conclusion 
the report states that “.. . chronic in- 
dustrial zinc poisoning may be disre- 
garded,” as the ills commonly ascribed 
to it are due to other substances. 


@ PRESERVATIVES We have an 
interesting pamphlet on these com- 
pounds, sent to us by one of the manu- 
facturers, and believing that you might 
be interested in parts of it, we give you 
the following: “Benzoic acid was found 
to be a much better preservative than 
salicylic acid, though in alkaline media 
neither one was effective.” They state 
that 1 part of benzoic acid in 909 parts 
is antiseptic. 


@ STUDY OF pH One of the best, 
most concise and authoritative articles 
we have seen on pH appears in the 
Journal of the A.Ph.A., 24, (1935), p. 
397. You ought to read it. It is a thesis 
submitted by one Fredrick Johnson in 
partial fulfillment of the requirements 
for his M.Sc. degree. He covers the 
topic from theory, through practice. In- 
cluded is a section on cosmetics, pre- 
servativesand antiseptics among others. 
Very interesting. 


@ SUN BURN AGAIN Several 
have called our attention to the fact 
that they have used 10% solutions of 
menthyl salicylate in various oils to 
prevent sun burn, and were burned in 
spite of it. Please remember that you 
can test these materials by the spectral 
absorption method, but the only test 
that counts is that on the skin under 
conditions of use. Menthyl salicylate 
when tested by the optical method gave 
good results. 


@ DIFFICULTY IN TOOTH PASTE 
One of our friends, recently found that 
the reason his tooth paste was thinner 
than it used to be, was because the type 
of precipitated chalk was not the same. 
A product of inferior quality was sold 
him on a switch of brands. The result, 
a thin watery paste. Moral: readjust 
your formula when you switch brands, 
or don’t switch unless you get the same 
grade of product. 


@ MANGE OW A different idea 
here is to dissolve your mange con- 
centrate in a specially made sulfonated 
oil with high solvent action, and low 
water content. Such a product washes 
out cleaner, and leaves less odor. 
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VIEWS OF THE BEAUTY SALON ABOARD THE S. S. NORMANDIE 





CAMERA 


I. Precipitated chalk of 


impalpable fineness — 


Making Ipana Toothpaste. Photographic Studies by William Hill Field 








4. Faster than the camera's lens the tubes enter the process — 


>. Spun into position by the electric exe — tilled — 
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by L. J. WYCKOFF, formerly collabo- 
rator, and A. F. SIEVERS, Senior 
Biochemist, Division of Drug and 
Related Plants, Bureau of Plant In- 
dustry, U. S. Department of Agri- 
culture* 


HIS article is an attempt by the 

writers to record the results of an 
investigation of the possibilities of the 
commercial growing of lavender in the 
Puget Sound area as a source of oil for 
the perfumery industry. The investi- 
gation was one of the major projects 
on the production of perfume raw 
products undertaken by the Depart- 
ment in cooperation with and with the 
financial assistance of the Associated 
Manufacturers of Toilet Articles in ac- 
cordance with an agreement formu- 
lated in January, 1924, and terminated 
in December, 1934. Although the De- 
partment’s participation in this pro- 
ject did not begin until the fall of 
1927, the possibilities of lavender in 
the region referred to had for several 
years interested the senior writer, a 
resident of Seattle, who had observed 
that this plant appeared to be excep- 
tionally well adapted to this region as 
indicated by its luxuriant growth and 
apparent freedom from disease and in- 

*The writers wish to make acknowledg- 
ment of the cooperation and valuable assist- 
ance of the following: P. M. Wright of 
Chimacum and Joseph Donnelly of Cham- 
bers Prairie who were exceptionally helpful 
in connection with the many propagation 
problems; The Bryant Mill and Lumber 
Co., Seattle, and F. L. Baker, Hewitt Lake, 
who furnished facilities for the operation of 
the distilling equipment, and M. S, Low- 
man, Division of Drug and Related Plants, 
U. S. Department of Agriculture, who made 
the laboratory examinations of the oils. 
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LAVENDER GROWING 
IN AMERICA 


CAN WE MAKE THEM HERE? 


FRECENT Pacific Coast developments which have been widely pub- 
licised would seem to indicate that some serious attention has 
been paid to the possibility of the production of floral oils in wide 
variety in California and other parts of the Far West. The work 
thus far has been almost entirely experimental in character., but 
there are very definite indications that certain oils can be produced, 
not only well up to usual quality standards, but also at prices not 
too far out of line with world markets. Coming at this time, this 
official summary of experiments in lavender culture should be of 
great interest. The development of these cultures in the Far West 
will of necessity be slow and costly, if, indeed, commercial success 
can ever be attained. Certainly, however, the possibilities warrant 
serious and careful investigation both as insurance against a sudden 


cessa ion ot su ies rom otner sources an as a cneck on excessive 
tion of supplies from oth d heck 


price fluctuations —EDITOR. 


sect pests. In view of his interest in 
the subject and his willingness to as- 
sume local supervision of the project 
and furnish land and other facilities he 
was appointed collaborator in the De- 
partment. This arrangement was based 
on the mutual understanding that he 
should have the privilege of pursuing 
this investigation in part as an inde- 
pendent project and that the Depart- 
ment should help in defraying certain 
field expenses from the fund provided 
by the Associated Manufacturers of 
Toilet Articles, provide general super- 
vision and furnish seed, planting stock, 
and distilling equipment as required. 
It was further mutually agreed that the 
information obtained should be pub- 
lished by the Department if and when 
desirable and in such form and through 
such medium as it deemed advisable 
with full credit to the collaborator. 
The project was undertaken with the 


full realization that there must be a 
considerable period of trial and error 
and that to be of value the entire field 
involving studies on adaptation, 
propagation, costs and the yield and 
quality of the oil produced must be 
thoroughly explored. While much of 
the information o bt ained indicates 
negative results, so to speak, it is nec- 
essary that it be recorded here in some 
detail in order that others in the future 
may avoid the inevitable mistakes and 
expense that have always been the lot 
of the pioneer in such an undertaking. 
Several years of valuable time were 
lest due to misinformation, errors in 
judgment, and circumstances not under 
control but even these resulted to a 
large extent in obtaining valuable in- 
formation which would otherwise not 
have been developed. 

In preparing this report the writers 
have attempted to present the material 
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in a way that will cause the least con- 
fusion to the reader rather than en- 
tirely on a chronological basis. Thus 
the question of methods of propaga- 
tion is largely grouped and discussed 
as a whole although this phase of the 
work naturally received major atten- 
tion throughout the period of the in- 
vestigation and at the several localities. 
The same is true of the work with me- 
chanical trimming and harvesting de- 
vices. Three principal localities are 
included in this report and inasmuch 
as it is necessary to refer to them at 
times before the work in such 
tions is discussed in detail they are at 
this point briefly designated: (1) 
Bothell, about 20 miles northeast of 
Seattle and 8 miles east of the Sound; 
(2) Chimacum, on Oak Bay near Port 
Townsend on the west shore of the 
Sound, and (3) Chambers Prairie, 
about 7 miles southeast of Olympia. 
The first two locations are in regions 


loca- 


characterized by rough terrain and 
dense vegetation including much sec- 
ond growth timber while the last men- 
tioned is in the level area generally 
referred to as the “prairie” and de- 
voted largely to the growing of small 
grains. 
Early Plantings 
of Local Stock 

The first attempts to 
secure planting stock were made by 
the senior writer as early as 1926 and 
in 1927 resulted in about 7000 rooted 
slips being available for field planting 
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in the spring of 1928. These were ob- 
tained from the large ornamental lav- 
ender plants grown in Seattle and 
vicinity. Much of the material obtained 
from such plants was unsatisfactory in 
that the wood was either too old to root 
readily or too young to produce other 
Before 


the slips were made a specimen of this 


than small spindling plants. 


type of plant was examined by a botan- 
ist who gave the opinion that it ap- 
peared to be true lavender. The luxuri- 
ant growth and abundant blooms made 
by this plant in the Seattle region sug- 
gested the probability that it would 
produce considerable oil per acre and 
from the botanical identification that 
had been secured it was assumed that 
the quality of oil would be reasonably 
satisfactory. 

Accordingly, in the spring of 1928 
as the first step in the cooperative ar- 
rangement entered into with the de- 
partment, the 7000 rooted slips were 
set out on two acres of cleared ground 
at the Bothell The initial 
planting of these rooted slips was made 
four feet apart in six-foot rows with 
slips interplanted so that eventually the 
plants would be in 2 x 3 foot formation. 
Propagation was possible any time 
from the commencement of the fall 
rains early in October up till May, but 
the results were very uneven as either 


location. 


too much dry weather or too much 


rain would prevent a good stand. Best 
results were finally found to be ob- 
tained by setting the slips in early fall 
or in February or March. 


An attempt was also made to start 
plants from herbaceous cuttings started 
with bottom heat but this was almost a 
total failure, due largely to inadequate 
equipment. Such cuttings as were de- 
veloped failed to give promise and the 
necessity of hardening such plants and 
resetting them makes this method of 
propagation of doubtful value, particu- 
larly when hardwood cuttings in the 
open do so comparatively well. 


Distillations of small quantities of 
material were made in 1928 which in- 
dicated an oil yield of from 1 to 1% 
per cent, based on the weight of fresh 
fiowers and stems, but the amount of 
oil obtained was too small to permit 
any determination of quality. In 1929 
arrangements the 
equipment at the University of Wash- 
ington and one lot of 93 lb. was dis- 
tilled but the 
factory because the still could not be 
entirely 


were made to use 


results were unsatis- 
freed from residual odors re- 
sulting from distillation of other ma- 
terial. Small 


again indicated, as in the previous 


laboratory distillations 
year, that the yield of oil was in ex- 
cess of 1 per cent but again no true 
indication of its value could be ob- 
In 1930 the department fur- 
nished adequate equipment for the pur- 


tained. 


pose and several hundred pounds of 
flowers and stems were distilled. Again 
in 1931 additional distillations were 
made. In _ both the 
found to be distinctly camphoraceous 


years oils were 
and contained in all cases less than 5 
per cent of linalyl acetate. The fact that 
the odor of these oils suggested lavan- 
din and the low ester content confirmed 
the suspicion that the plants were not 
true lavender but a hybrid with a 
strong strain of spike lavender. Sub- 
sequent investigation showed this to be 
a fact, despite the previous assurances 
of both botanists and nurserymen. 

The 
slight and the variations in type of the 
true lavender so considerable that it 
is almost impossible to definitely class- 
ify a plant as true lavender by inspec- 
tion, although in the case of most of 


botanical differences are so 


the plants growing in this district it is 
possible to say definitely, with the in- 
formation since gained, that they are 
hybrid in character. This is true to the 
extent that out of hundreds of plants 
examined, in only two or three cases is 
there any possibility that they are true 
lavender. 


Mention may be made here that dur- 
ing the summer of 1929, as a result of 
reports that there were two consider- 
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able plantings of lavender on Van- 
couver Island, B. C., which has the 
same general type of climate and is 
about 100 miles northwest of the plant- 
ing described, a trip was made by the 
authors to inspect such plantings. Very 
little of value 
tained. One planting consisted of about 
an acre of what was apparently true 
lavender from which small amounts of 


information was ob- 


oil were being produced and used in 
the manufacture of a toilet water sold 
locally. The owner was not at the time 
accessible and little information could 
be gathered from the party in charge. 
At the other location only a compara- 
tively small number of plants were 
found and the owner seemed to fear 
that some valuable, secret information 
was being sought so that the trip was 
virtually a failure except in establish- 
ing that such plants had been grown 
there for 
years and produced a quantity of oil 
such as might be expected. 


in some quantity several 


Experiments with 
True Lavender 

The discovery that 
the plants first placed under cultivation 
at Bothell were not of the right type 
caused the abandonment of this work 
a year or so later, as the oil secured 
was not what had been sought and sub- 
sequent efforts were concentrated on 
other material almost entirely 
veloped from seed. The only excep- 
tion was one shipment of several hun- 
dred plants from France which, due to 
the long trip and possibly to the effects 
of a quarantine treatment given them, 
failed to respond to all efforts. All died 
but about a dozen which survived in 


de- 


one or two poor shoots each and these 
were nursed along for years until in 
1935 they were finally large enough 
to be split up into about 100 small 
plants, which would have some value 
for comparative purposes with the 
seedlings. 

While the work with hybrids estab- 
lished the fact that such plants would 
produce a good percentage of low- 
grade oil and the growth of the plants 
indicated that very large quantities of 
green material could be secured per 
acre (probably several times as much 
per acre as would be the case with true 
lavender) the experiment as a whole 
was a loss. One fact, however, was 
brought out during the winter of 1929- 
30, when a warm spell was followed 
by two or three inches of snow and a 
sudden cold snap. This resulted in 
quite a little damage to the hybrid 
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plants, particularly where they were 
not protected by the light snow and 


raised considerable doubt as to whether 
the location would be satisfactory. Ap- 
proximately an acre of seedlings of 
true lavender along with the other 
planting was not injured but at that 
time this was assumed to be due to their 
smaller size and complete covering by 
the snow. Subsequent developments 
have indicated that the true lavender is 
quite a little hardier than the hybrid, 
but the damage done and the fact that 
the available cleared ground was al- 
ready pretty well occupied, made the 
advis- 


selection of another site seem 


able. as it seemed that the planting 
was located in a frost pocket. 

The climate of the Puget Sound dis- 
trict is peculiar in that locations within 
a very few miles of each other may have 
very different conditions. For instance, 


Field of laven- 
der at Chambers 
Prairie, Washing- 
ton, in summer of 
1933, about six 
months after the 


plants were set in 
winter of 1932-33. 


Field of laven- 
der at Chambers 
Prairie, Washing- 
ton, in summer of 
1934. Field at the 
right is the same as 
that shown above, 
photographed the 
year before. The 
five rows of ma- 
chine-cut plants in 
center and those 


on left were set in 
winter of 1933-34. 


Another view of 
field shown above. 
Plants set in win- 
ter of 1932-33, 
photographed in 
summer of 1934. 


in one place the rainfall increases in 
a distance of about 20 miles from ap- 
proximately 20 inches annually to over 
140 inches annually and, while the ex- 
cessive rainfall occurs only in some of 
the mountainors districts, great 
changes can occur in very short dis- 
tances, The same thing is true, though to 
a someweat lesser degree, with respect 
to températures and more particularly 
the dates “of éarliest fall and latest 
spring frosts. Consequently, records at 
any given point may have only a 
tather general applicatidn a few miles 
away and a peculiar condition may 
exist in a small location that could not 
be apprehended unless one had records 
for that exact location. Roughly, how- 
ever, proximity to the itself 
means warmer winter temperatures and 
better frost protection and the rainfall 
increases as the distance from the 
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Sound increases. These facts have a de- 
cided bearing on the question of a lo- 
cation, as the plant is probably not 
hardy enough to stand-sudden hard 
freezes such as would be experienced if 
they were moved from the salt water, 
back toward the foothills and moun- 
tains. Then too, while the plant seems 
to require fairly heavy annual rainfall 
to do its best, the blooming period 
should be rain free to secure the best 
grade of oil and, while the summer is 
generally fairly rain free, this is more 
so in some districts than in others. 

During all the period of experimen- 
tation various districts were visited and 
conditions checked to secure all the in- 
formation possible in case it should be 
desired to secure a site for a commer- 
cial development and in addition a 
few plants were set out at points where 
conditions seemed favorable. All of 
this was vital to the selection of sites 
at which the plants were later located. 

Starting in 1928, the previous work 
was supplemented by, and subsequent 
to 1931, entirely superseded by, work 
with plants that later proved to be true 
lavender. Seed was secured from a 
number of different sources ,in France 
and seedlings gradually developed 
which for the first few years were kept 
segregated as to the origin of the seed 
until test distillations could be made of 
each lot to determine their relative 
qualities. After such determination had 
been made subsequent distillations 
were made partly in bulk and also in 
grouped lots of especial qualities, such 
as a group that appeared to have pos- 
sible hybrid ancestry, and others 
grouped as to type of blossom, habit of 
growth, etc. In this way the character 
of the plants was established so that 
if there is any hybrid material present 
it is so close to true lavender that no 
difference appears in the product. 

The other grouping as to types of 
plants (horticultural varieties) has not 
indicated any great differences but sug- 
gests that there are considerable pos- 
sibilities in propagating from different 
types and building up strains of greater 
productivity. Carrying such work to its 
ultimate conclusion would, of course, 
take several years’ time and would be 
comparatively expensive unless it could 
be done as an adjunct which was being 
carried on for commercial develop- 
ment, in which case the propagating 
from year to year could be segregated 
and groupings gradually concentrated 
so that test runs on a large scale 
from the different types would give 
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conclusive evidence as to their value. 
Propagation of true lavender from 
seed was as first found to be rather 
difficult and the results even today are 
rather confusing except as interpreted 
in the light of the different conditions. 
With some seed it seemed to be im- 
possible to get anything like satisfac- 
tory germination, almost warranting 
the assumption that the seed was old or 
had been through some experience 
which prevented its germination. The 
conflicting results and many failures 
would take too much space to enumer- 
ate but the results to date indicate that 
late fall or very early spring is the best 
time for sowing seed in the open and 
that it can be started in a cold frame or 
hotbed at almost any time, if it is kept 
cool and damp for two or three weeks 
until it has the second pair of true 
leaves. Transplanting even of small 
seedlings sets them back materially and 
the best plants secured were from seed 
sown in the open and allowed to re- 
main in place for the first year. On the 
other hand, the difficulty of maintain- 
ing proper conditions for a seed bed 
over a fairly large area makes the es- 
tablishment of the seedlings in a nurs- 
ery or seed plot almost a necessity. 
On the two types of soil used at 
the Bothell location, a stony, gravelly 
loam and a similar loam with 
gravel, all of which was subirrigated, 
the seed germinated readily in the open 
and, particularly when sown in Novem- 
ber, produced a thick stand of seed- 
lings, which continued their growth 
without much set-back after transplant- 
ing at the same location. There was a 
little volunteer seeding at this location 
but not enough to indicate that condi- 
tions were particularly favorable. 


less 


At the Chimacum location, later 
used, seed germinated even better in 
the open and indicated that there was 
no need for anything other than the 
most ordinary care in putting in such 
seed at almost any time from Septem- 
ber to March. In the second year at 
this location, thousands of volunteer 
seedlings were found around the older 
plants which had only been trimmed 
the previous summer and had produced 
occasional flower stalks after the trim- 
ming, which had gone to seed. Several 
thousands of these seedlings were taken 
up and moved to the Chambers Prairie 
location and have produced fairly good 
plants since then, even though they 
were moved when too small to produce 
the best results. In addition, after most 
of the old plants had been moved from 


the Chimacum location and the native 
growth had started to come back fol- 
lowing the abandonment of the plot, 
many of these small seedlings persisted 
under the most unfavorable surround- 
iugs. This is really remarkable and put 
the plants to quite a severe test as the 
ground had only been cleared the pre- 
vious year and should really have been 
worked at least a year before planting. 
The soil there was a fine sandy clay 
loam, with considerable gravel and 
some stone but the apparent adaptive- 
ness of the plants to such conditions 
amply justified the location both for 
seedlings and for mature plants. 

Seeding at Chambers Prairie under 
widely different and partly unsuspect- 
ed conditions was more of a disap- 
pointment. The soil there is a fine 
sandy loam, very light and with some- 
what excessive drainage. In its native 
condition it would be ideal but it has 
been continuously farmed in grain for 
years and the top few inches is pretty 
well worked out. In addition, in many 
years it has not even been plowed, but 
the seed has been disked into the stub- 
ble and the weeds are very bad the 
first year or so of cultivation, particu- 
larly such hardy and resistant ones as 
the fern, or bracken, lupine and gold- 
enrod. The cultivation needed to keep 
ciown such weeds simply wrecks a seed 
bed and seeding there in the open is 
not much use except on ground that has 
been cultivated for a time. In addition, 
the soil is so light and open that in- 
stead of plowing and harrowing be- 
fore planting, better results are ob- 
tained if the surface is merely scratched 
for a seed bed. If the ground has been 
recently plowed it should be thorough- 
ly rolled or dragged to firm it and 
seeding postponed until after several 
heavy rains have settled it, otherwise 
no matter how shallow the seed is sown, 
it will wash down too deeply to germi- 
nate. The first year that seeding was 
attempted at this location, one three- 
acre seeding was almost a total failure, 
the few thousand plants that were se- 
cured coming almost entirely from one 
small portion, where the soil was a 
little richer and firmer. This small area 
produced good small plants the first 
year but the balance of the area failed, 
largely because of the openness of the 
sandy soil which let the seed wash 
down and also allowed the water to 
drain down so quickly that the seed 
was not kept damp enough for germi- 
nation, when it was close enough to 
the surface. 
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Another three acres which was seed- 
ed the same year (spring of 1933) on 
somewhat better ground at the same 
location gave even poorer results but 
this may not have been due entirely to 
the soil conditions as there is some 
question as to the viability of that lot 
of seed. 

While the soil on this prairie is all 
classified as a fine sandy loam, there are 
two phases, one of which is very fine 
sand and has considerable loam mixed 
with it and the other consists of coarser 
sand and much less loam. It is on the 
latter phase that trouble has been ex- 
perienced in getting seedlings started. 
The older plants do not notice the dif- 
ference and seem to do equally well on 
either phase, but the coarser type has 
evidently run down faster from the 
continuous grain cropping so that the 
top 6 to 8 inches of soil will not pro- 
vide either the moisture or the nourish- 
ment required by the small plants. This 
would be a very important point to 
anyone looking over the planting as 
the sight of rows of plants which are 
large and healthy at one end and very 
poor at the other, or in the middle of 
the row, would cause one to doubt that 
they are all of the same age and had 
received identical treatment. 

In the fall of 1933 and the spring of 
1934 further but smaller seeding ex- 
periments were carried on at this loca- 
tion with seed produced at Chimacum. 
The ground in this case received only a 
shallow cultivation, leaving a firm un- 
der seed bed and the results were as 
good as those of the previous year had 
been poor. Germination was almost 100 
per cent and in the portions where the 
soil was not too thin and poor the 
plants made rapid growth, some of the 
best of them being 6 to 8 inches in 
diameter within a year’s time. In this 
instance the fall seeding was not as 
good as the spring, which is probably 
explained by several very severe driv- 
ing rains shortly after seeding which 
washed a good deal of seed out. 

Four rows of plants from the spring 
seeding were limed quite heavily, and 
four rows were treated with gypsum as 
against two check rows, but in this case 
as in the case of similar experiments 
with applying lime to growing plants, 
the results seemed to be absolutely nil. 
In the better ground all three classes 
produced fine large plants and in the 
poorer portions, where there was little 
life in the soil, the general relation 
was the same. Some of these seedlings 
were left in place for the next year and 
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others were thinned out and trans- 
planted for comparison. A most inter- 
esting, and at the same time exasperat- 
ing, condition exists there as to trans- 
planting seedlings as in the poorer 
types of soil it is almost impossible to 
get a transplanted seedling to grow un- 
less it has reached a fair size before it 
is set out. Unless it is large enough so 
that its roots get down below the old 
plow bottom it does not get enough 
nourishment to get started and in addi- 
tion probably suffers severely from lack 
of moisture as cultivation of this light 
soil must be fairly deep, and while it 
will bring the moisture up close to the 
surface, there will be two or three 
inches of dry powder on top. This does 
not bother the older plants as their 
roots are far enough down when set out 
to get what they need but the seedlings 
cannot be dibbled in deep enough to 
show uniform results. Any two small 
seedlings set side by side may show 
very decidedly contrasting results if 
the roots of one were placed a little 
lower and better than the other. On a 
large scale operation, the answer would 
he the use of a transplanter which 
would permit planting at a more uni- 
form depth and a spreading of the 
roots lower down than is possible with 
a dibble. These conclusions have not 
been made long enough ago to try 
comparative plantings, setting with a 
shovel or other instrument which 
would permit the plant to be set deep- 
er, but some small plantings set with a 
larger trowel seem to confirm this. 

Seedlings started in a cold frame or 
hotbed, even with an earlier start, will 
not ordinarily make the same growth 
in a season that those seeded in the 
open will and with proper ground the 
open seeded plants will average much 
larger at the end of the season, where 
the soil in the open is rather poor. In 
addition, plants started in fairly rich 
soil with plenty of moisture seem to 
feel the shock of moving to a poorer 
location very much at any time and 
particularly if moved when they are 
not entirely dormant. The largest pro- 
portionate losses of seedlings sustained 
was from a group seeded in mid-spring 
where they had good soil and some 
water. They made a wonderful growth 
but after being transplanted out in 
mid-fall practically all died during the 
winter and spring. 

However, seedling plants can be ob- 
tained in satisfactory quantity either by 
sowing in the open, on fairly good 
ground, or in a seed bed, where they can 


be watered in a real dry spell, but trans- 
planting to a permanent location should 
be delayed until the main root and stem 
are about lead pencil size. Probably 
year after year the seed bed would show 
the best results but seeding in the open 
would in favorable years show tre- 
mendously better results even though in 
other years it might be almost a failure. 

Even under the most favorable cir- 
cumstances producing plants from seed 
is a rather slow process and would take 
a year or so longer to get to production 
than would be the case with layered 
plants, or even slips, if proper condi- 
tions for slipping prevail. On the prai- 
rie it would be necessary to set slips in 
a bed where they could be watered as 
even in the rainy season, during the 
winter it often gets too dry for slips. 

While very little work has been done 
with slips on the prairie, the few experi- 
ments made indicate that, barring a dry 
spell shortly after they have been set 
out, they will do well any time except 
in the summer. Results as high as 100 
per cent have been obtained, running 
down to others that only showed 15 to 
20 per cent of a set, these last being at 
seasons (early fall or late spring) when 
a dry spell upset calculations. 

With a commercial planting once 
started or even with a good sized exper- 
iment neither the question of seeding 
nor of using slips is of more than aca- 
demic interest as the quickest and best 
method of propagating is by layering 
from older plants. Proper cultivation 
and mounding of older plants result in 
producing a rooted plant from most of 
the branches of any size and during 
the winter the plant can be dug and cut 
apart—resulting in a considerable num- 
ber of plants. These rooted plants will 
get pretty well established the first year 
and will produce a small crop of blos- 
soms the second year, but here, as with 
the seedlings, the time required to get 
a sizable crop would vary a good deal 
with the weather and soil conditions 
during the two or three years involved. 
There are many points in this connec- 
tion on which further information 
would be of value but they could not 
be secured except by experimental 
plantings that were subject to day by 
day inspection and a close record of 
weather conditions as to each planting. 


A further record of the results of 
these unusual experiments and some 
account of the character of the oil will 
appear in the conclusion of this article 


in the October issue —EDITOR. 
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TRADE COMMISSION 


CAN ACT ON UNFAIR PRACTICES 


by C. W. B. HURD 


WASHINGTON, Sept. 15—One of 
the President’s last major acts at the 
close of the recent session of Congress 
was the writing of a letter to Sen- 
ator Harrison and Representative 
Doughton, chairmen respectively of the 
Senate Finance Committee and the 
House Ways and Means Committee, 
which indicated his unmistakable in- 
tention of reviving legislation looking 
toward the formulation of a constitu- 
tional NRA at the next session of Con- 
gress. 

His action was not unexpected, but 
it had the effect of creating considerable 
uncertainty in the minds of the busi- 
ness community. The question posed by 
the letters, which were printed gener- 
ally at the time they were written, was: 
what procedure is business to follow in 
the meantime? 

It is faced on the one hand by the 
fact that the Supreme Court has ruled 
that trade agreements relating to price 
fixing—the foundation of almost any 
workable scheme—are illegal; on the 
other, there exists the tacit request by 
the President that business continue op- 
erating under voluntary codes similar 
to those which were framed under the 
supervision of the National Recovery 
Administration. 

These facts give an impression which 
has not been denied officially that the 
Administration is willing to close one 
eye to technical violations of law in that 
respect until permanent legislation car- 
rying out the original principles ani- 
mating the NRA can be written in a 
form acceptable to the Supreme Court. 


In the photograph of the Federal 
Trade Commission from left to right 
are Commissioners Ferguson, March, 
Davis, Chairman Ayres, and Freer. 
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After all, it is recalled, the Supreme 
Court’s decision in the Schechter case 
was concerned more with the delega- 
tion of authority by Congress to the 
Executive Branch of Government than 
with the question of the legality of 
trade agreements. . 

There are legal means to effectu- 
ate the practice which President Roose- 
velt has requested of industry to fill the 
gap between the old legislation and the 
new that is proposed. 

This exists in the old legislative au- 
thorization given the Federal Trade 
Commission to cooperate with business 
and approve Fair Trade Practice Agree- 
ments. All that is required to carry out 
ihis procedure is a certain leniency on 
the part of the Commission in approv- 
ing such agreements and the exercise of 
discretion by the Department of Justice 
in its prosecutions of business charged 
with violation of the anti-trust laws. 

It would appear that both the leni- 
ency and the discretion are being exer- 
cised. The Commission has not, since 
the overturn of the NRA, issued com- 
plaints except in cases of alleged mis- 
branding or false advertising, and the 
Justice Department has not initiated 
action against any standard industries 
on the grounds of violations of anti- 
trust law violations. 

Talks with responsible officials, who 
for obvious reasons prefer not to be 
quoted at this time, indicate that the 
only form of agreement that would be 
frowned upon would be one which defi- 
nitely and actually operated to restrain 
trade by forcing out of business dis- 
tributors and retailers who refused to 
cooperate in unethical business prac- 
tices. 

The practices that are frowned upon 
include the following: 

1. False representation of products. 


2. Misleading advertising, which, 
like the first, represents a fraud against 
consumers. 

3. Multiple sales contracts which 
give advantages to one class of dis- 
tributors not made available to another 
class. 

4. Price-fixing which constitutes 
“cut-throat” competition. 

5. Trade agreements between large 
producers made for the obvious pur- 
pose of forcing smaller competitors out 
of business. 

There may be other restrictions 
which will come to light from time to 
time as individual complaints are made, 
but a survey of possibilities indicates 
that they probably will be variations 
of the five groups enumerated. 

All of which raises the question: how 
far can industries go in making volun- 
tary agreements under the aegis of the 
Federal Trade Commission? 

In the first place they are permitted, 
and even urged, to work out unified 
practices as to wages, hours and work- 
ing conditions which, with the added 
force of the new Wagner Labor Rela- 
tons Act, virtually force industries to 
adopt uniform practices by the indirect 
method of the collective-bargaining sys- 
tem. 

If that act survives a test certain to 
be made in the courts, it will operate 
tu force all manufacturers to fall in 
line with requirements for minimum 
wages, etc., as they did under Section 
7-a of the National Recovery Act. 

Therefore, with the overhead of 
producers more or less standardized, 
it is obviously necessary that these 
manufacturers be permitted to protect 
their price and sales structures in 
order to carry the heavier load. 

Such standardization, to operate ef- 
fectually, must extend through the 
fields both of wholesale distribution 
and retail sales. 

There will, however, in this writer’s 
opinion be no more attempts to im- 


pose uniform practices on such inde- 
pendent, highly individualized and 
and 


scattered institutions as barber 
beauty shops. 

It would be a good guess that what- 
ever new procedure is proposed will be 
confined exclusively to primary busi- 
ness enterprises, to manufacturers and 
jobbers, with the retail and consumer 
end of business being left only to such 
indirect regulation as reflects the meth- 
ods approved for or imposed upon the 


former group. 
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NEW PRODUCTS 
AND PACKAGES 


by RUTH HOOPER LARISSON 







PACKAGING NEWS OF A DIFFERENT SORT 










For years THE AMERICAN PERFUMER has regularly published new develop- 
ments in the products and packaging of the industry. But little attempt has 






been made to make these reviews anything other than factual and pictorial state- 






ments of the new items which have reached the market during the month. We 






believe that this service can be materially improved by a somewhat more critical 






consideration of the material and its presentation in a more useful style. 
With this in mind, we have asked Ruth Hooper Larisson to supplement her 







frequent contributions with a review of actual package developments each month 






and have given her wide latitude both in choice of material and in description 






and comment. It is unnecessary to introduce Mrs. Larisson to our readers, but 






it may be interesting to point out that many of her suggestions, first published in 






this magazine, have been adopted by leading houses in the industry. For exam- 






ple, “a single container with multiple wells,” “little twirls (liners) of heavy 






paper for make-up products,” “why not cork for decoration and utility,” and 






nany others. Mrs. Larisson is not only package-minded, but cosmetic-m nded Velvet Parfums, Inc.: Here’s a chain 
Her background for constructive reportorial work in the packaging field is store package worthy to carry an intro- 





ductory size of an important perfume, 
but geared to sell at 10c. Five odors, 
two drams each. Note the hand-applied 
label—smooth and accurately placed 

polished brass cap—metal foil carton. 





unexcelled.—Ep1ror. 









. 2: “Witching T . 
~~ ra Inc.: “WV = © The package is really too good at the 
our, the new pertume, price—the product isn’t! 







just being introduced by 
Rue-Dee, has a definite idea 
carried out intelligently and 
consistently 
from the pro- 
vucative name 
to the last de- 
tail of the 
package. The 
odor, a pleas- 
ant, spicy 
floral, is con- 
tained in an 
hour - glass- 
shaped bottle 
embraced by 
the usual hour- 
glass metal 
stand nicely 
poised on a 
wooder. base. 













Vaniva shaving cream in a nice, clean- 
looking package; green, black and 
white tube and carton, is presented by 
Vaniva Products Co., Inc., with an en- 
tirely new and daringly radical copy 
appeal. It is claimed that this cream 
H stiffens the beard thus assembling the 
hairs in dress parade array so the razor 
can make a clean sweep. No more cow- 
ardly hairs to crouch beneath the razor. 
The tube is equipped with the new pat- 
ented “No-Kap” ball and socket closure 
which operates easily and efficiently 
and seems to be the best improvement 
in a tube cap so far. 
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Houbigant: 
they might stage 
comeback! 
the popular 


Williams brushless shave, 
formerly in tubes, now en- 
ters the market in a generous- 
size glass jar. Alithographed 
cap tells the masculine pub- 
lic who makes it and what it 
is, while the name “Glider” 
appears in raised letters on 
the side of the jar. One might 
grow more enthusiastic over 
the package if the private 
mold jar had been designed 
for the sake of beauty as well 
as utility, and the style and 
placing of the lettering on the 
cap been a bit more 
contemporary in 
feeling. Today men 
are growing more 
fastidious over the 
appearance of 
products just so 
long as improve- 
ments don’t in- 
dicate price rais- 


o 
ing. 


Lentheric presents a sumptuous evening bag in a 
variety of fabrics and finishes, all of exceptional 
quality and charm. The bag is well designed and 
mounted in gold or silver plate according to the 
fabric of each and fitted with a mirror, streamline 
vanity and lipstick, comb and flacon of “Miracle” 
perfume. Quite decidedly a fastidious bit of equip- 
ment for fastidious ladies. 


Special Recognition 


Ybry: This sacred little box in the center of 
the spread must be reserved for the package 
which, in one or several ways, deserves spe- 
cial recognition. This month, the packaging 
hall of fame announces “Joi de Vivre” of 
Parfums Ybry as the darling of the moment. 
The bottle is dominatingly handsome, in good 
proportion, and with a fluted effect of surface 
design which gives it an original tempo. Lots 
of eye appeal. The label, dangling from the 
neck cord, is finished in two tassels and well 
in keeping with the ensemble. The box (not 
shown) is of antiqued rich, deep blue gold- 
and-white satin. The top lifts up, and the 
sides open screenwise so that the bottle may 
be used without removing it from the base 
(an advantage). The odor is floral with a 
carnation overtone. $8.00 an ounce. Excep- 
tionally good, particularly for this price 


range. 
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Fort Orange: Repackaging of this company’s “Chic” and “F.O.” nail 
polishes is one of the most satisfactory and successful jobs that has re- 
cently appeared. The bottles, especially “Chic,” are so well designed, 
suitable capped and labeled that they lead from an appearance point of 


view on the chain 


store counter of today. Owens-Illinois have shown 


enviable craftsmanship in this job. Closure Service Company shares 


their laurels. 


sachet! Would that 


a strong and lasting 


This one is by Houbigant in 
“Presence” odeur. The 


green moire effect box contains fou 
sachet bags of rich green moire, and 
each one Cellophane wrapped. Chey 
are well proportioned and well pre- 
sented and modestly priced at $3.75 
the set. Another reason for holiday 
dollars passing over the counter. 





Lentheric releases a new perfume! This time it is “Gardenia de 
Tahiti,” with emphasis on the fact that women like to know the genre 
of the odeur they are buying (and there’s common sense to that!) The 
bottle is classic in line and quite a handsome presentation in all. The 
box introduces a nice variation from the usual by having two recessed 
panels which are banded with gold ribbon and add a rich and original 
touch and should make for easy recognition on the counter. The base, 
dais-shaped, will hold the bottle steady while in use. No doubt, holiday 
sales will indicate a ready acceptance of this most attractive number. 


Colgate: The new, ten-cent size of “Cashmere Bouquet” 
cold cream by the Colgate-Palmolive-Peet Company 
comes in a pleasantly shaped and proportioned oval, 
opal jar produced by Hazel Atlas Glass Company. A 
simple, unpretentious, but appropriate, label and white 
metal cap finishes the package nicely. 


Noxacid Laboratories, Inc., have entered the market with a 
combination deal of “Noxacid” tooth powder and brush. The 
design of the powder can, in two shades of blue, red and white, 
is duplicated on the carton. The tooth brush container, Cello- 
phane windows both sides, is a nice combination of blue, black 
and white with clean, pleasant lettering. The center rows of bris- 
tles are grooved to receive the cleaning agent and allow the 
bristles to find their way between and around the teeth, aiming at 
greater efficiency in use. It is a pity the powder can is not in the 
same contemporary style as the brush container and that the blue 
of one package fights the blue of the other. A bulky insert tells 
the customer all about the products and their method of operation. 





A Woman Pleads for— 


FEWER and BETTER LABELS 


by FRANCES T. ROWE 


One of the loudest wails of manufac- 
turers is that women don’t read 
directions. It’s true: they don’t. But I 
believe the fault is as much the manu- 
facturer’s as it is the woman’s. 

Direction labe!s are the stepchildren 
of the toilet goods business, They have 
hard work to do, but are given little 
care. Why not design the back as well 
as the front labels so as to make them 
attractive? More would be read if they 
looked like good reading. More would 
be read if what they said was important. 
And, above all, more would be read if 
they were easy to read. 

Before putting a label on a product, 
there are a number of points to con- 
sider: Do you need directions at all? 
Should you include sales points about 
the product? How big or how little 
should the type be? And what kind of 
type? Are some papers and some 
colors better for labels than others? 

As my experience includes selling 
toilet goods over the counter, and writ- 
ing labels on a variety of products, I 
have formulated a sort of 10 command- 
ments for this neglected but important 
art. The first of these deals not with the 
back, but the front label. It is: 


1. Mention the type of preparation on 
the front label. That is, put on not only 
your house name, but the classification 
of product, whether it is cleansing 
cream, tissue cream, foundation cream, 
etc. If your product is sold in an outer 
carton that names the preparation 
clearly this point may not be important 
in the store. It becomes important 
when the package is taken out of the 
carton and put on the woman’s dress- 
ing table; it becomes especially im- 
portant if you have a line of prepara- 
tions and the woman has several of 
them (as you want her to). For it 
means that each time she goes to use 
one of them she has to pick up jar after 
jar, turn it around and look at the back 
label to make sure she has the cleans- 
ing cream she wants that minute, and 
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not the foundation cream for which she 
is not yet ready. 

You may think this isn’t much nui- 
sance, but little nuisances like this can 
lose you valuable repeat business. 

To identify your creams by stars as 
Mary Chess has done makes a very 
smart label (one star for cleansing 
cream, three stars for tissue cream, etc.) 
but is satisfactory only with limited 
distribution, and that handled by dem- 
onstrators. For there are too many new 
clerks in stores, or clerks filling in from 
the neck-wear department or the pre- 
scription counter, who don’t know this 
sign language. And inertness on the 
part of the clerk can cost you business. 
Rule No. 1, not only of labels, but of all 
toilet goods should be: make your prod- 
uct as easy as possible for the clerk to 
sell and the woman to use. 

2. Repeat this information on the back 
label. 


3. Don’t put your direction label on 
the bottom of the jar... not if you want 
it to be read, or unless you put on 
your front label: “See bottom of the jar 
for directions.” Women are accustomed 
tv looking for directions on the back of 
jars; if they don’t find them there they 
will think you haven’t any. 

4. If you don’t need directions, don’t 
have them. Labels cost money. Above 
all, don’t make directions complicated. 
Women are lazy. They want prepara- 
tions that smell heavenly and feel lus- 
cious .. . and that involve the least pos- 
sible expenditure of time and energy. 


5. Use a brief sentence or two to give 
the high-spot selling points of the 
preparation. This is important on the 
counter for two reasons: many clerks 
must depend entirely on your labels to 
inform themselves of the sales points 
on your product. And you want them 
to know why it’s good and what it’s for 
so they can sell it intelligently. And a 
customer, examining your product at 
the counter, looks at the label of any- 
thing that’s new to her, to learn what 


it’s all about. If she likes the looks of 
the package and the odor of the pack- 
age, a good sales line on the label may 
make a sale for you then and there. 

But don’t forget to be brief. Both the 
clerk and the customer are discouraged 
by a wordy label. 


6. Organize what you do say. To il- 
lustrate what I mean and why this is 
desirable, I can do no better than quote 
two labels: 


DELV is a basic all-around cream 
for the daily care of the skin. It 
keeps the skin truly clean, refreshed, 
soft, smooth and fine in texture. 
Regular use alleviates dry or oily skin 
condition. 

AT NIGHT: smooth DELV all over 
the face and neck. Remove. Apply 
again and mold into the skin for two 
minutes, leaving any surplus cream 
on overnight. 

IN THE MORNING: 
all over face and neck. 
the skin for two minutes. 
and apply make-up. 

SPECIAL NOTICE: DELV is such 
a finely balanced cream that it may 
be affected by extremes in tempera- 
ture. Excessive heat or cold may 
change the appearance but in no way 
affects the properties of the cream. 
PRIMROSE HOUSE NEW YORK 
Patents Pending, U. S. Patent Office. 
Made in U.S.A. Copyrighted 1933. 

PURE COLD CREAM FOR GEN. 
ERAL USE. For skin cleansing and 
conditions where a bland, pleasant 
emollient is indicated. Use morning 
and night as skin cleanser. Also ex- 
cellent as preventive of sunburn, 
wind tan and chap. Ideal powder base 
for unusually dry skins. Apply cream 
with fingertips and massage lightly 
into the skin. Fine quality of cream 
allows for sufficient absorption. Re- 
move surplus with soft clean cloth 
or tissues. New package adopted 
1934 LUXOR LTD. Chicago, New 
York, Paris. 


The direction label on “Delv” could 
be handsomer; it couldn’t be worded 
more clearly. First, there is a quick 
sales talk on the product: what it’s for, 
what it does. Next, directions, with night 
and morning use separated and given 


apply DELV 
Mold into 
Remove 
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so definitely a child could understand. 

— a special notice about the prod- Goon LABELS NOW ON THE MARKET— 
Compare this with “Luxor.” This a 

label starts out with a statement of what AND OTHERS NOT Say GOOD. 


the cream is for, jumps to when to use 


it, jumps back to other conditions for Desicn LEGIBILITY INFORMATION 
which it is useful, swings back again to 











how to use it, reverts once more to a 1. Coty Cleansing Cream Good Poor Fair 
special advantage of the product, asin 2. Viking Eye Astringent Very Good Poor Excellent 
the last sentence returns to directions. , 
With information so jumbled, no clear 3. Beecham’s Alabastrine Good Very Poor Good 
idea of what the cream is for or how to 4 Dols Coem Pee — _ 
use it is left in anyone’s mind. 

“Delv” is not the only creamthathas 5. Rose Laird Hand Lotion Excellent — Excellent Fair 
had a good job of material-organiza- ‘ , . 

ee a 6. Sans Deodorant Fair Very Poor Good 





tion done on its label; nor is “Luxor” 
the only one that is mixed up. These are 
used only as examples. Their contrast, 
however, serves also to illustrate an- 
other rule: 

7. Use short words and the present 
tense wherever possible. Don’t include 
any directions you don’t absolutely 
need. 

There are 121 words in the “Delv” 
label down to the signature. Of these 
89, or 73% are of one syllable. In the 
“Luxor” label there are 73 words, of 
which 43, or only 60% are of one syl- 
lable. “Luxor” gets tangled in such 
circumlocutions as “is indicated” and 
“allows for sufficient absorption” while 
“Delv” tells you straightforwardly, “it 
keeps skin clean,” “it alleviates,” etc. 5. 
The present tense is always newsiest, 
and short words are better understood 
by the majority of people. 

It is also questionable today whether 
it is necessary to tell women to “remove 
with soft, clean cloth or tissues.” Plen- 
ty of successful manufacturers, includ- 
ing “Delv,” don’t think so. They simply 
use the word “remove.” If you have the 
space for such information, you could 
use that space more advantageously in 
selling your product. 

8. Make sure your type is legible. I 
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LIQUEFYING 
CLEANSING CREAM 


AM EFFECTIVE CLEANSER WHICH 







THOROUGHLY. APPLY LIGHTLY 
SMOOTH WELL INTO THE SKIN. 
THEN WIPE OFF GENTLY FOL 
Low WITH SKIN TONIC WHICH 
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' Apply copiously after 
washing and when retir- 
ing. Greaseless. Delight. 
ful for chapped and 
reddened hands. A balm 

to the delicate skin. 
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once knew a manufacturer of a facial 
masque who had so much to say about 
it, and so little space to say it in, that 
he had his directions set in the smallest 
possible type, and then a zinc made to 
reduce that, and when the product ap- 
peared on the market, the directions 
looked like the dots cartoonists use to 
indicate type matter . . . only the fellow 
who can write the Lord’s Prayer on 
the head of a pin could possibly read 
it. Protests from clerks and customers 
resulted in a new label (on which direc- 
tions were easily cut to one-third of 
what they had been) but this was costly, 
for thousands of labels already printed 
had to be scrapped, and goods recalled, 
and much time and business had been 
lost. 

Eight point type is about as fine as it 
is safe to go, though you can sometimes 
use a fairly bold type in a smaller size 
and get away with it. But if you want 
your labels to be read, make them easy 
to read. And remember that a lot of 
women who use a lot of toilet goods, 
have trouble with their eyes. They'll get 
best results, and you'll get repeat busi- 
ness, if they follow directions. But they 
won't read them, and therefore may not 
use the product right, and therefore 
you ll lose that repeat sale, if directions 
are hard to read. 

Don’t think you can use a smaller 
type face and get away with it by setting 
it in caps. People read easiest what 
they are most used to reading, and they 
are used to upper and lower case. All 
caps are hard to read. 

Nor do you make a small type face 
more legible by letter-spacing it. People 
aren't used to letter--spacing, and there- 
fore that also is hard to read. You may 
think you make your label look more 
dainty and feminine by letter-spacing, 
and that may be true, but it’s not an 
advantage if it isn’t legible. Helena Ru- 
binstein uses a 10 pt. bold type on her 
labels and nobody ever accused her 
products of not having feminine appeal. 

Use a type face people are used to 
reading: Caslon, Garamond and other 
newspaper and magazine type faces are 
most legible because people are most 
used to them. New and foreign type 
faces are seldom an asset, especially 
with products seeking mass distribu- 
tion. They may look dainty, but again, 
if daintiness interferes with legibility it 
is more of a liability than an asset. 

Don’t use too many type styles on 


one label. Caps for the name, upper and 
lower for the body of the directions, 
and a phrase you wish to emphasize in 
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italic are about as many variations as 
il is safe to have. Too many type styles 
are confusing. 

9. Don’t use a paper for labels that ink 
does not cling to. Ink is likely to rub 
off easily from many metal papers, or 
papers with a very high surface glaze. 
And directions that are blurred or faded 
when the customer sees them do not 
help a sale. 

As a rule, the very thing that gives 
metal papers display value . . . the way 
they catch the light . .. makes them hard 
to read, and therefore not so good for 
direction purposes, though there are 
exceptions to this: Princess Pat uses 


black type on a gold label that is very 
legible, and Kathleen Mary Quinlan 
uses silver ink on a black paper with a 
result that is not only attractive but 
easy to read. 

10. Style your direction label. If you 
treat this label, as most manufacturers 
do, as though it were an after-thought, 
just stuck on because you had some 
space to use, women will treat it just as 
you do ... as if it were of no conse- 
quence. But make it look attractive and 
it gains in importance. More direction 
labels will be read when they look as 
if they were worth reading and your 
line will reap the benefit. 


A most charming and artistic booth in the House of Charm at the San 


Diego Exposition is that of the Franco-American Hygienic Co., Chicago. 


Mrs. 


and has personally supervised the demonstrations of the “Franco” 


Nellie Blythe Chase, president, has been in charge of the booth 


per- 


fumes and toilet preparations, and explained to thousands of visitors 


the “Personal Service System” established long ago by the company. 


The booth is in a lovely tone of spring green, with gold lettering, and 


the indirect lighting adds much charm and brilliance to the green pack- 


ages and the transparency of the exhibit. 


It is considered one of the 


most artistic displays in the entire Exposition. 


The 
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FATTY ALCOHOL SULFONATES 
IN: COSMETICS 


Soon after their 
discovery, the various fatty alcohol 
sulfonates found extensive applica- 
tion in the textile industry and for 
similar cleansing and treating pur- 
poses. Certain fatty alcohol  sul- 
fonates are also being utilized in 
very small to very high percentages 
in cosmetic preparations. Because of 
their special properties they are par- 
ticularly suitable in preparations 
which are expected to develop good 
cleansing, wetting or emulsion capac- 
ity under all, even the most unfavor- 
able, conditions. 

Cleansing efficiency is required 
above all things in shampoos. It is 
well-known that shampoos com- 
pounded on a soap base are imperfect, 
especially if only hard water is avail- 
able. Almost every district contains 
a more or less hard water. Hence 
there is some formation of insoluble 
lime soaps which impart a dull aspect 
to the hair. A shortcoming which is 
somewhat less important is the de- 
velopment of free hydrolytic alkali 
which, under frequent washing, 
attacks sensitive hair and dry scalp. 
Realizing this effect, the manufacturers 
have produced completely soapless 
shampoos by utilizing as foaming 
medium a very easily soluble high- 
foaming fatty alcohol sulfonate. 

The most suitable is the sodium salt 
of the lauric alcohol sulfo-acid and 
the sodium salt of the sulfuric acid 
ester of lauric alcohol is almost as 
good. In practice, it is not the sodium 
salt of the pure lauric alcohol sul- 
fonate that is utilized, as its separa- 
tion would be too complex and expen- 
sive, but the sulfonates of mixed fatty 
alcohols as they are obtained from 
the hydration of coconut fatty acids. 
These sulfonates easily dissolve in 
cold water and produce an immediate 
and thick foam. Since they are not 
so prone to foam in warm water, 
which is almost always used in sham- 
pooing because of its more agreeable 
feeling, and since they are hardly 
efficient for cleansing, it is advisable 
to mix with it about 10 per cent of a 
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medium, well foaming sulfonate, such 
as cetyl alcohol sulfonate or stearic 
alcohol sulfonate. This mixture alone 
can really be used as a_ soapless 
shampoo. 
| 
Some Difficulties 
in Shampooing 
Although such a 
preparation makes possible easy 
washing without the formation of 
lime soaps or fatty acid residues and 
imparts a gloss to the hair, it also has 
shortcomings. It seems, therefore, 
that its absorptive capacity, which 
must not be confused with its emul- 
sion capacity, must be less than that 
of soap. For fats and other insol- 
uble dirt particles are not so 
thoroughly removed as by the con- 
sistent soap lather. The foam is not 
so smooth and creamy so that the 
agreeable sensation on the hands is 
missed during the rubbing-in of the 
foam. Finally, it must also be con- 
sidered from the standpoint of hygiene 
that the fatty alcohol sulfonates pene- 
trate deeper into the skin than soap 
and apparently lixiviate it more 
thoroughly. In sensitive scalps there 
is a stronger inclination toward the 
formation of dandruff, although no 
free alkali is present, which in the 
case of soap was considered the cause 
for the formation of dandruff. The 
lixiviation effect can, however, be suc- 
cessfully prevented by the addition of 
counteracting ingredients. 


Acids May Be Added 


A ready improve- 
ment is the addition of harmless acids 
soluble in water, such as tartaric acid, 
boric acid and water soluble acid salts. 
A greater astringent effort on the hair 
results, whereby a finer silky gloss is 
obtained and an astringent effect on the 
scalp, which is helpful against dandruff 
and especially against excessive oily 
secretions. It is, however, impossible 
entirely to prevent the formation of 
dandruff by the addition of acids 
alone. Acids (with the possible excep- 
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tion of all boric acid) make the foam 
of the fatty alcohol sulfonates heavier 
and greater, even if they are utilized 
in very high percentages. They are, 
however, incapable of producing the 
desirable consistency and smoothness 
of the soapy lather. 

Further ingredients are therefore re- 
quired which are also present in the 
newer soapless shampoos along with 
the sulfonates. These suitable ingredi- 
ents are, however, protected by 
patents, so that indicating them here 
would have no purpose. While sul- 
fonate alone gives no satisfactory 
result with regard to oily hair, these 
ingredients have an effect even superior 
to that of soap. For even when a 
larger quantity of oil than of combina- 
tion shampoo is rubbed on the hair 
before washing, neither the consis- 
tency nor the cleansing capacity of the 
foam is diminished. 

Liquid soapless shampoos are like- 
wise possible. The powdery lauric 
alcohol sulfonate is dissolved in four 
times its quantity of water to form a 
clear liquid. Glycerine and alcohol, 
as well as acids may be added. Foam 
thickening media cannot be used here 
and this fact makes the liquid sham- 


poo not entirely satisfactory. A con- 
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centrated liquid shampoo is produced 
by a lauric alcohol sulfonate, which 
is united with an aliphatic amine, e.g., 
triethanolamine. This is indeed a 
very good emulsifier and foams very 
intensely on being shaken, but the 
foam is unexpectedly thin when rubbed 
between the hands and on the hair. 
Presumably the potassium salt ob- 
tained from a fatty alcohol sulfo-acid 
might also be suitable. 


Sulfonate Mixtures 
Containing Soap 
Mixtures 
sulfonates and soap are better than the 
entirely soapless shampoos or the sim- 
ple soap shampoos. Only about as much 
sulfonate should be present as will ren- 
der the lime soaps rinsable and reduce 
the hydrolysis to an appreciable de- 
gree. Ten per cent sulfonate is suf- 
ficient for this purpose. If soap is ad- 
ded, a surprisingly creamy and full- 
bodied lather is obtained, which could 
not be produced by soap alone. The 
short-cornings of sulfonate alone are no 
longer in evidence. Twenty per cent 
sulfonate is likewise a favorable addi- 
tion. On the other hand a consider- 
ably higher sulfonate content does not 
have a really favorable effect because 
the indicated disadvantages of sulfon- 


between 


ates predominate. In the second place 
the lather becomes poorer because, as 
a result of the unavoidable sodium 
sulfate content of the sulfonate, the 


production of foam is _ impeded. 
Latterly, sulfonates are said to have 
been developed with very little Glau- 
ber salt content. These could be added 
to soap in a higher percentage ratio. 

Very small quantities of easily 
soluble fatty alcohol sulfonates (about 
0.1 to at most 1 per cent) cause foam- 
ing in shampoos. 


Use In Dentifrices 

The application of 
fatty alcohol sulfonates to the most 
varied kinds of dentifrices is far less 
difficult. They may show excellent ef- 
fects with and without soap in foam- 
ing or foamless dentifrices in acidic, 
alkaline or neutral media. 

The possible application in tooth 
paste is of greatest interest. The ques- 
tion arises, in very heavily foaming 
tooth pastes, what advantages are 
offered by the sulfonate as compared 
with soap or whether sulfonates alone 
or soap mixtures are preferable. 

If the soap serves to produce a 
better consistency of the liquid, soap 
cannot be dispensed with. The fact is 
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that fatty alcohol sulfonates form no 
jelly in the presence of too much 
liquid, but only a thin liquid, like 
coconut oil-potash soap. Only sodium 
cetyl alcohol sulfonate is an excep- 
tion to this rule since, for instance, a 
quantity of 4 grams dissolved in 96 
grams of hot water congeals into a 
paste on cooling. Binding by soap is, 
however, not always necessary as 
tragacanth jelly, swollen starch and a 
high percentage of glycerine are suf- 
ficient to build a consistent liquid. 

Regarding the taste, smaller quan- 
tities of sulfonate are less noticeable 
than an equal quantity of soap. Very 
large quantities of sulfonate, for in- 
stance 20 per cent of a paste, elicit a 
somewhat sweetish and obtrusive sen- 
sation so that the soapy taste of a 
paste very rich in soap is more agree- 
able. As has grown 
accustomed to it the higher percen- 
tages also give a pleasing effect. 

In tooth pastes, in which a small 
amount of soap is used, either fatty 
alcohol sulfonates alone, or at least 
as an addition to soap, should be pres- 
ent. For the small quantity of soap 
forms a lime soap, which exercises no 
cleansing effect and which forms a 
binding element for the formation of 
tartar on the teeth. One per cent 
sodium salt of lauric alcohol sulfon- 
ate plus 2-3 per cent of soda soap is 
sufficient «as a _ reliable cleansing 
medium for non-foaming tooth paste. 
By omitting the soap, even 0.5 per cent 
sodium salt of the lauric alcohol 
sulfonate plus two per cent sodium salt 
of the cetyl alcohol sulfonate suffices. 
Easily soluble sulfonates alone give 
the impression in the mouth of an 
unsatisfactory paste. 

Five per cent easily soluble and five 
per cent difficultly soluble sulfonates 
are utilized for intensely foaming 
pastes. If soap is used then 10-20 per 
cent easily soluble sulfonate (in pro- 
portion to the quantity of soap) is 
taken. The sulfonates are also pos- 
sible in the case of acid tooth pastes 
or in those in which silicic acid gel 
forms the base. 


soon as one 


Sulfonates in 
Dental Preparations 

Tooth powders may 
be mixed, according to the taste and the 
desired cleansing effect, with an op- 
tional amount of easily soluble or dif- 
ficultly soluble sulfonates while re- 
taining the usual other ingredients. If 
desired, the soap may be omitted, 
however. 


Mouth washes, in which the alcohol 
is diminished or the essential oils are 
increased, or which are designed to 
develop certain cleansing effects, are 
mixed with one to several per cent of 
easily soluble sulfonates. Instead of 
this or together with this, a sulfonate 
united with an aliphatic amine gives 
excellent results. This is always avail- 
able in liquid form. 

Solid tooth soaps of a pronounced 
soapy character may contain, along 
with soap, an optional quantity of 
fatty alcohol sulfonate, preferably 10- 
20 per cent of an easily soluble type. 
In order to obtain a better union of 
the sulfonate with the soap, a sufficient 
quantity of glycerine, possibly traga- 
canth and castor oil potash soap 
(triethanolamine-castor oil soap is 
also very good) is added. 


Use In Shaving 
Preparations 

In contrast to the 
dentifrices the use of fatty alcohol 
sulfonates is limited in the field of 
shaving preparations. This sounds 
strange, but with a small percentage 
of easily soluble sulfonate the lather 
of potassium stearate possesses a 
tough, durable consistency. But the 
penetrating effect causes an irritation 
of the skin during and after shaving. 
On the other hand, about two per cent 
cetyl alcohol sulfonate, which has less 
of a wetting effect, is on the average 
fairly agreeable. The combination of 
an aliphatic amine with cetyl alcohol 
sulfo-acid has proven itself a pleasing 
pre-shaving preparation and in small 
quantities, it is a good addition to 
shaving cream. 


Sulfonates In 
Toilet Soaps 


Fatty alcohol sul- 
fonates in any form and in unlimited 
quantity would be admissible as an ad- 
dition to fine toilet soaps were the 
question of price no consideration. It 
is worth while to give due considera- 
tion also to oleic alcohol sulfonate as 
well as the lauric alcohol sulfonate. 
In order to make the soap homo- 
geneous, the binders mentioned in the 
case of tooth paste should not be for- 
gotten. Other binders might be: cetyl 
alcohol, stearic alcohol, glycol stear- 
ate, glycerine-monostearinester. 

For toilet purposes the union of an 
aliphatic amine with lauric alcohol 
sulfonate or with oleic alcohol sul- 
fonate must be taken into considera- 
tion as emulsifier for essential oils. 
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With this, bath extracts containing 50 
per cent essential oils may be obtained, 
which distribute themselves very well 
in water. One part of sulfonate in 
three or four parts of essential oils is 
sufficient to clarify such a preparation, 
if some alcohol is added. Without 
alcohol, somewhat more sulfonate is 
required. 

Toilet soaps which contain at least 
10 per cent easily soluble sulfonates, 
lather and purify and cleanse with 
good results—even in case of greasy 
dirt—which is explicable partly by the 
prevention of noxious influences due 


Too bad the Copeland Bill reposed 

quietly in House Committee while 
the session was being talked to death 
by Senator Dr. Copeland was 
strangely quiet during the closing week, 
too. Well, it will be something to keep 
editors busy next session. By the way, 
what actually killed the Copeland Bill 
was not the efforts of Mr. Blair and the 
proprietary boys. You probably never 
heard of the man who was really re- 
sponsible. His name is Howard W. Am- 
bruster. 


Long. 


One ortwo sales managers are hop- 

ing nobody gets his back up enough 
to bring a suit on the New York and 
New Jersey Fair Trade Acts. Lawyer 
friends tell us there are sizable holes in 
both and mention points having to do 
with “omnibus contracts” and “inter- 
state commerce” which are too intricate 
for discussion excepting by politicians. 
Perhaps this will make reams of “copy” 
later. Suppose some druggist for in- 
stance. .. . But let’s not get legal here. 
ft This department will not award 

prizes. It doesn’t believe in prizes, 
and, if it did, there isn’t any appropria- 
tion. But, if it were awarding prizes, 
one would go this month to Vaniva for 
nerve and originality in its advertisng 
appeal. For as many years as there 
have been razors, every shaving prepa- 
ration has claimed to soften the beard. 
Here comes Vaniva with the claim 
that its new cream actually stiffens the 
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to the formation of lime soap. The 
somewhat deficient absorption effect 
is made more complete by the addi- 
tion of colloidal kaolin which _pos- 
sesses astonishing whiteness and 
volume. 

These are the main fields of cos- 
metics in which the fatty alcohol 
sulfonates find useful application. It 
must be remarked, however, that there 
are several smaller fields in which by 
the joint utilization of the above 
sulfonates, excellent results are ob- 
tained. Further research will doubt- 
less disclose others. 


heard, which, it says, is the proper pro- 
cedure. That is a bold stroke and de- 
serves the award, whether it works or 
not. 
f The early September rains sent us 

to cleaning house, for neither visits 
nor shop tours were attractive during 
the tail end of a tropical hurricane. 
(More on New York weather at another 
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time.) Among other things upturned 
in our rummaging was the early Ameri- 
can testimonial ad., reproduced here, 
and a swell picture of Miss Langtry 
which Pears’ offered for five cents in 


stamps. Nothing new about testimoni- 


als or “free” premiums, apparently. 
We wonder whether Miss Langtry and 
Dr. Beecher benefited as heavily finan- 
cially as, for example, Queen Marie 
and others lately in the endorsing busi- 
ness. Which might be added to our col- 
lection of useless speculations on a 
rainy day. 


After some argument with an efh- 

cient door man, this department 
was permitted to view the perfume show 
and buyers’ conference. Like every- 
thing else, it could have been better, but 
considering the terrible beating manu- 
facturers have taken on the shows of 
former years, not so much better at 
that. We saw buyers there, one 
from as far west as Denver. Free tip to 
the management: List all these visiting 
buyers and see if the big fellows, con- 
spicuously absent this year, don’t stage 
a mob scene signing up for next year’s 
show. It was well managed, well staged, 
and to a more or less non-exhibition- 
minded individual, a very nice party, 


indeed. 
a Something humorous ought to be 
said about the strike of employees 
and consequent troubles of Consumers 
Research, sire of the 100,000,000 guinea 
pigs. There is much of the ironic in the 
story of how the ultra-advanced think- 
ers who sponsored the anti-cosmetic 
“Skin Deep,” quite overlooked the fact 
that low wages and non-recognition of 
the union might some day land them in 
water of somewhat too elevated tem- 
perature. At the same time, it is not a 
funny story. Consumers Research was 
an ideal, and ideals shouldn’t have such 
bad fortune. Someone ought to keep 
the public posted, and by all the rules 
that someone should be a non-profit or- 
ganization, or one at least not profit- 
minded. As a friend of this department 
remarked, “They did a lot of good in a 
very bad way.” Let’s hope the good 
may be continued with methods more 
calculated to inspire confidence in the 


results. 
ff Probably nobody cares, but if any- 

one does, the writer of these items 
was born in 1758. He was once in the 
cosmetic business, too. “What?” you 
say. “At that date?” “Certes!” he re- 
plies, “I once sold four pounds of bear 
grease to Gen. Hamilton and other less- 
er amounts to lesser social lights of 
the time.” So like a lot of other writers, 
he does know “something about cos- 
He signs himself 

FREEGIFT PATCHIN. 


too; 


metics.”” 





ditorials 


Must We “ Buy 
Distribution’’ 7? 


An out-of-town manufacturer 
recently remarked that “since 
the code went out my New 
York distribution has to be bought at a much higher price.” 
Of course, it is no secret that New York distribution does 


have to be bought, even by the best established and most 
popular lines. It would probably be but a slight exaggera- 
tion to say that no one in the field has any idea of making 
money through New York sales. However, the rising cost of 
distribution, not only in New York, but throughout the 
country, is an extremely disturbing factor. 

There is no point to assessing the blame for this situation. 
‘stupid” 
does not solve the problem. Nor does there seem to be much 
chance that it will be solved by talking about it. Manufac- 


‘ 


Calling the stores “pirates” or the manufacturers 


turers talked about it for more than twenty years before any- 
thing at all was done. And then it was not the industry but 
an outside emergency agency which really began to make 
some progress. 

The crux of the matter is unbridled and unreasonable 


competition, not of the price variety, but for concessions and 
favors from the retail outlets. This competition will not be 
curbed or regulated excepting in one of two ways. The first 


is by just such an outside agency as the NRA and the other 
by a real cooperative arrangement between manufacturers. 

The latter would be the ideal method and in some indus- 
tries it has worked very well. Perhaps a strong group of 
leaders in the toilet preparations business could make it 
operative here as well. However, more than twenty years of 
discussion, meetings, debate and, at times, acrimonious ar- 
gument completely failed to correct the situation. In fact, 
conditions grew steadily worse. 

Under the codes there was a beginning of correction. The 
code set-up was by no means ideal, but it did make an excel- 
lent start toward wiping out foolish and uneconomic trade 
practices. Now the practices have come back and in many 
instances, according to our out-of-town friend, in more ag- 
gravated form than ever. 

There would seem to be but one answer. If cooperation on 
this subject cannot be secured voluntarily, it must be se- 
cured in another, perhaps less pleasant, way. If New York 
conditions were to prevail over the entire country, what 
would happen to this industry ? 

The Toilet Goods Association, which is doing fine work 
along certain lines, made one very definite mistake at its in- 
ception. That was its decision not to consider “controver- 
sial” subjects. The real problems of the industry and the 
ones which bulk far larger for the future than taxes and leg- 
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islation are those of distributive pracuces. By their very 
nature, they cannot be other than “controversial.” The in- 
dustry cannot dodge these problems and the industry's asso- 
ciation fails in its main function when it decides to dodge 
them. 

We care no more for the Federal Trade Commission than 
many another. We wish there were a better way to get at 
these vitally important questions. But at the moment there 
seems to be nothing to substitute for the adjourned trade 
practice conference which the A.M.T.A. arranged two years 
ago and then postponed because of the advent of codes. If 
the Toilet Goods Association cannot or will not bring this 
matter forward, perhaps another group will. Let’s not side- 
step our most important problem because we are afraid of 
a “controversy.” After all, it would be nice to make a little 
money on our New York sales and not have to “buy our dis- 
tribution.” 


How Important 
Is the Price? 


In spite of the enactment by 
several states of fair trade laws 
involving price maintenance, 
there seems to be no approach to the end of price cutting in 
the cosmetic field. In New York and vicinity the price situa- 
tion is probably the worst it has ever been. Lists, not only 
from open price cutters but from the better class of drug 
stores and many department stores, give quotations in many 
instances far below wholesale levels. 

Doubtless, it is too early for the new laws to have made 
themselves fully effective in this situation. At the same time 


many are beginning to wonder whether all of the manufac- 
turers who for years paid devoted lip service to the cause of 
price stabilization meant what they said. Certainly the pres- 
ent trend is evidence of lack of sincerity in some quarters. 

More interesting, perhaps, from the standpoint of a sta- 
bilized future is the trend in private and store brand mer- 


chandise. Comment of the manufacturers as well as observa- 
tion in the stores would seem to indicate that the end of 
stabilization, or partial stabilization, by the codes, has 
brought a decline in volume of private and store brand 


sales. Established store lines, in existence before the codes 


went into effect, seem to be holding their own reasonably 
well against nationally advertised goods. Brands which 
came to the front principally during the period when adver- 
tised brands could not be seriously cut are not now moving 
in the former volume. Some of them have virtually been 


abandoned. At the same time private brands in the syndi- 


cate stores are flourishing. 

From all of this there forms the picture of price as an ele- 
ment in this business far out of proportion to the impor- 
tance usually assigned it. Rather reluctantly, we must admit 
that consumers seem to be taking price more and more into 
account in buying their toiletries. 

With this is bound up the large question of the success or 
failure of price stabilization as legalized by state laws. No 
one has the answer, which may be the reason why manufac- 
turers are going so slowly in their operations under the New 
York and New Jersey statutes. We prefer to think that this 
is the case and that advocates of price maintenance are really 
anxious to stabilize the retail market. 


The American Perfumer 





PRICING 
HOLIDAY MERCHANDISE 


hy 
CHARLES S. DEWING 


Thuis fall you 
will see many retailers dis- 
playing Christmas merchan- 
dise classified according to 
price. During the past few 
years the price of a gift has 
been almost the first matter 
to be determined by holiday 
and alert mer- 
chants are making it easy 
for them to get the informa- 
tion. 

There have always been 
methodical souls who bud- 
geted their Christmas shop- 
ping lists as they catalogued 
and arranged everything 


shoppers, 


else pertaining to their well 
ordered lives, but also there 
were many who made out 

their lists with names alone, 

and set out hoping to find 

something just right. When 

in the course of their pere- 

grinations they discovered a 
double-jointed whatsthis 

with carved ivory legs that 

looked as though it might fit 

into Aunt Harriet’s library 

they examined it from every 

angle, consulted and worried for awhile, 
and then just before giving the address 
to which the thing was to be sent, asked 
the price. 

We can picture Christmas lists as 
they were in 1928, for instance, and as 
they will be in 1935, as follows: 

1928 

Aunt Harriet—something for library. 

Uncle Ambrose—slippers. 

Dorothy—lingerie. 

Margaret—perfume. 

Dorina—riding things. 
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1935 

Aunt Harriet—$10.00. 

Uncle Ambrose—$10.00, 

Dorothy—$1.00. 

Margaret—$2.50. 

Dorina—$5.00. 

This practice of budget- 
ing holiday shopping lists, 
which became prevalent 
during the Dark Years, has 
carried over even into 1935, 
and probably will continue. 
Such a method is the logical 
and sensible one 
where any kind 
of purchasing is 
concerned, pat- 
ticularly that 
which is_ per- 
formed amid a 
haze of peace on 
earth, good will 
to men, holly, 
mistletoe and 
Tom and Jerrys. 

It works, and therefore it 
will last. 

Such budgeting of shop- 
ping lists is duck soup for 
the toilet goods department. 
Due to the standardization 
of lines and prices, mer- 
chandise in the toilet goods 
department falls most com- 
fortably into any system of 

budgeting or classifying by price. The 
department manager can set up any 
number of displays of merchandise 
with good assortments in each display, 
and a range of prices from 25c. to $25. 
And that is what some did previous to 
1933, more in 1934, and many more 
will do in 1935. 

Price range, then, and prices them- 
selves, are important factors to be con- 
sidered by manufacturers and import- 
ers in launching a new line or adding 
items toan established one. The simpler 


a price range, the more “expected” a 
price, the more the sales path is 
smoothed. The old table of wholesale 
prices 2-4-8-12 has been superseded by 
new ones due to the lengthening of dis- 
counts, but the scale of retail prices 
upon which that table was predicated 
is more valuable than ever. A standard, 
stabilized range of prices with each 
article or each size of the same article 
clicking into natural price sockets is a 
temptation to chiselers and price cut- 
ters, but those we have always with us 


© Ewing Galloway 
anyway. It is reasonable to assume that 
the lessened resistance in the consumer's 
mind brought about by a natural se- 
quence of prices offsets the risks in- 
curred by tempting price cutters and 
other brigands. And such a sequence 
certainly gives a retailer an opportun- 
ity to get the line of that manufacturer 
or importer out on display at holiday 
time. 

We spent a good deal of time last De- 
cember in one of the largest toilet goods 
departments in the United States, and 
we saw there certain indications of 
trends that will be expressed in many 
other departments all over the United 
States this year, and in succeeding 
years. The toilet goods business might 
be compared to a pond. The big depart- 
ments represent the center of the pond, 
and lesser departments spread clear out 
to the shallows on the edge of the tall 
uncut. Create an impression in the cen- 
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ter, and ripples run to the farthest 
limits, stirring up action all the way 
across the surface. 

The thing that particularly impressed 
us in this big department in the center 
of the pond was the quite evident prepa- 
ration for budgeted Christmas lists. This 
department manager was well aware 
that many of the shoppers going 
through his department, while not con- 
sciously seeking perfumes, sets or other 
of his merchandise, were quite definite- 
ly on the lookout for something at $5, 
something at $2.50; and would buy in 
twos and threes, perhaps, if a good- 
looking dollar item were out where they 
could see it. So he had arranged that. 

In strategic locations in his depart- 
ment he had had tables, as large as the 
space allowed, set out with as much 
merchandise displayed on them as 
could be placed without too much 
crowding. Little thought was given to 
artistic display. Instead, above each 
table was a large sign—“Every Article 
on this Table $2.50” or whatever the 
price was. 

There were four sets of tables in all. 
and the prices were $1, $2.50, $5 and 
$10. The department manager had 
found during his experiments in pre- 
vious years with this method of selling 
that this range of prices was adequate, 
and in fact better merchandising than 
too wide a range with prices too close 
together. The jump from $1 to $2.50 
was the most difficult. Shoppers carry- 
ing lists that showed a dollar allotted to 
certain individuals were adamant about 
those purchases, but in the higher 
ranges they seemed to be more yielding. 
Practically every woman who stopped 
at all in the department stopped at the 
dollar table. The department manager 
said it seemed to him that they stopped 
there to see if they could get a $10 ar- 
ticle for a dollar, but finding they 
couldn’t they bought one or two pieces 
anyway, either for the dollar bene- 
ficiaries on their lists or because the 
values were so attractive that they just 
couldn’t resist them. 

Then they drifted on to the $2.50, 
the $5, and the $10 table, where they 
indulged their shopping lust to the 
limit, turning from time to time to 
cruise along the regular counters. 
Whether or not these shoppers made 
their actual purchases at the price clas- 
sification tables, it was the tables which 
stopped them, kept them interested, and 
impelled them to purchase. 

The regular counters were covered 
with merchandise arranged most con- 
veniently in a descending scale of 
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prices (or ascending) de pending 
whether the young lady behind the dis- 
play was a trained sales girl or some- 
Lody who had been brought in to help 
take care of the Christmas rush. But 
the range of these prices was complete, 
and no attempt was made to feature the 
merchandise as something available at 
a set price. 

In the aisles, the merchandising ap- 
peal was made flatly on price—Here 
is one of the prices you have on your 
shopping list—come and see what you 
can get for it,” said the signs, in effect. 
On the counters, and particularly in the 
cases, considerably more attention was 
given to attractive display. Here the 
most was made of harmonious group- 
ings of gleaming metal, glittering crys- 
tal, and the lambent glow of warm hued 
liquids. 

The result was the shopper felt that 
in this department she was likely to find 
something suitable for at least one of 
the names on her list at a price she had 


decided upon, and she set confidently 
about the happy task. 

The merchandise of those manufac- 
turers and importers who had arranged 
their prices to fall into standard classi- 
fications was most likely to get two dis- 
plays. It was displayed on the counter 
or in the cases, and again in the “price 
classification” section. Merchandise 
priced at off prices, if attractive enough, 
got a display on counter or case, but 
the section which drew the shoppers 
first had none of it. We can readily 
imagine that not many women are go- 
ing to make out shopping lists with 
amounts like $1.75, $2.25, and $6.75; 
to say nothing of much worse prices 
like $1.69, $2.98, and the like. To take 
fullest advantage of 1935 holiday mer- 


chandising, prices should be simple and 


“expected,” steps in price between vari- 
ous sizes should be logical, and every- 
thing possible done to fit your mer- 
chandise as easily as possible into a 
plan already laid out and functioning. 





BRITISH FORM “SMELL SOCIETY” 


Below we quote 
part of a letter 
from Ambrose E. 
Appelbe, M.A., 
LL.B. (who play- 
ed a prominent 
part in the recent 
anti-noise cam- 
paign) which ap- 
peared recently 
Mr. Appelbe in the London 
Times, and has 
aroused considerable press-comment in 
Great Britain. 

“Sir,—A few persons, who may per- 
haps be regarded as supersensitive, are 
anxious that the increased complexity 
and mechanization of modern life shall 
not deprive them of the enjoyment of 
the rudimentary sense of smell. 

“The Smell Society has just been 
formed with the intention of restoring 
the sense of smell to the high position it 
holds among all higher animals other 
than man. Its work will, of course, be 
to replace the unpleasant and noxious 
smells that civilization has brought into 
our midst by the delicate and pleasant 
smells that have been lost to us. In 
short, its aim is not merely the absence 
of bad smells. 

“I can assure readers that though 
they may at present be mildly amused, 
the Smell Society will in a year’s time 
be a powerful body, and I shall be de- 


lighted to communicate with any who 


like to know 
matter.” 
Interviewed by 


would more about the 
our London corre- 
spondent, Mr. Appelbe expressed the 
opinion that the formation of the Smell 
Society was of considerable importance 
for the perfumery trade, since it would 
advocate the wider use of perfumes. He 
was definitely in favor of men using 
scent, providing it was of a masculine 
type. Of existing perfumes, new mown 
hay and fougére fell into this class, but 
there were other possibilities, such as 
perfumes emitting the smell of the sea, 
of tarred ropes, and of burnt wood. He 
was pleased to learn that one municipal- 
ity had adopted the plan of perfuming 
its public vehicles, and considered that 
the plan: should be more widely 
adopted. Cinemas were usually per- 
fumed, and the idea should be extended 
to all public buildings. Restaurants, 
too, should pay more attention to the 
odors they emit, which ought always to 
be of an appetising character, such as 
the smell of roast beef. The perfuming 
of note paper should not be restricted 
to that used for billet-doux, but ex- 
tended to business note headings and 
memoranda, each firm selecting an in- 
dividual odor harmonising with the 
business in which it is engaged. The 
newly formed society is to call a con- 
ference at Cambridge in the spring of 
next year, of which it is hoped to pub- 
lish details in due course. 
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Thomas Resigns from Guerlain 


H. Gregory Thomas, for 

the last year and a half 
vice-president and general manager of 
Guerlain, Inc., New York, has resigned 
his position with 
the company. Mr. 
Thomas will 
spend several 
months traveling 
in Latin Amer- 
ica and will an- 
nounce plans for 
his future activi- 
ties upon his re- 
turn. An interna- 
tional lawyer of 
high 
he has always been greatly interested 
in the problems of South and Central 
American republics and will devote 
several months to a study of these ques- 
tions. He formerly represented several 
of these countries at Geneva. 

Bernard d’Escayrac, former v ic e- 
president and general manager of the 
company, who has been engaged in pri- 
vate business in France during the last 
year, will return to America shortly to 
assume his former position. Mr. 
d’Escayrac is well known to the indus- 
try and to buyers on this side of the 
Atlantic and his many friends in the 
trade will be pleased to learn that he 
will resume his former position with 
the house of Guerlain in the near fu- 
lure. 


Mr. d’Escayrac 
reputation, 


Star-Sheen Appoints McCracken 
S. H. McCracken, na- 


tionally known cosmetic 
executive, has been appointed general 
manager in charge of sales promotion 
and expansion for Star-Sheen Cosmetic 
Co., Hollywood, Cal. Mr. McCracken, 
who for many years has been identified 
with national manufacturers, is plan- 
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ning a sales campaign which features 
many new phases of modern merchan- 
dising. 

An extensive advertising program 
for Star-Sheen, in newspapers, maga- 
zines, and radio will be under the di- 
rection of Llewellyn-Seymour Com- 
pany, Los Angeles advertising agency. 


Opens New York Offices 


Vaniva Products Co., Inc., 

manufacturer of “Vaniva” 
shaving cream, has opened executive 
and sales offices at 299 Madison avenue, 
New York, in order to be of greater ser- 
vice to its customers. C. V. B. Cushman, 
president, will be in active charge of 
advertising, and Harold K. Hughes, 
vice-president, will act as director of 
sales. The company manufactures its 
product in Long Island City. 


Merle Norman’s New Laboratory 


Merle Norman, complex- 

ion specialist and origina- 
tor of “Mira-col” rejuvenation facials, 
has purchased a new plant in Ocean 
Park, California. The plant is equipped 
with the latest modern machinery. The 
two-story powder room and the glass- 
lined tanks which have been installed 


are especially interesting. The labora- 
tory has been opened to the public and 
all women using the products are in- 
vited to see the cosmetics manufactured. 
The production capacity of the labora- 
tory is seven times greater than that of 
the former plant. 

Naturally, the necessity of increase 
in laboratory space is the result of an 
increase in the volume of business. The 
firm is now enjoying international dis- 
tribution in their two hundred Merle 
Norman Salons. The California manu- 
facturers point with pride to the suc- 
cess they have attained. 


Fire at Armour Plant 
Fire of an undetermined 
origin broke out in the 
soap and glycerine plant of Armour 
& Co. in the Union Stock Yards, 
Chicago, Sept. 9. 
Due to the prompt response of the 
fire department, the fire was confined 
to a small area. 


Standard Beauty To Move 


The Standard Beauty Sup- 

ply Co. is to move to 1802 
First avenue, Birmingham, Ala., as soon 
as workmen can complete remodeling 
work on the building. 





Association to Publish 


Trade Marks 


The executive board of 

the Toilet Goods Associa- 
tion, Inc., has decided to complete the 
compilation of trademarks, both regis- 
tered and unregistered, started some 
years ago and kept up to date until re- 
cently by means of semi-annual supple- 
ments. All of the data contained in the 
former books and supplements, together 
with much additional information com- 
piled by the Code Authority, will be 
classified and arranged in a new book 
to be issued as soon as the work can be 
completed. Active members of the as- 
sociation will receive copies of the book 
as a part of the benefits of membership 
and others will be permitted to sub- 
scribe at $25 each. 

The board also decided to compile 
and keep on file in its offices complete 
information of suits filed and com- 
plaints made of alleged injury follow- 
ing the use of cosmetics to offset fraud- 
ulent damage claims. A committee was 
appointed to investigate the entire sub- 
ject of damage claims relating to cos- 
metics and to report at a future date. 


British Government 
Instigates Research 


At the request of the Brit- 

ish Home Office, the Medi- 
cal Research Council has undertaken to 
promote investigations into the ques- 
tion of how far, if at all, various vola- 
tile substances used as solvents might 
injure the health of workers employing 
them under industrial conditions. The 
Council has appointed the following 
special Committee to assist and to ad- 
vise it in the matter: Sir Joseph Bar- 
croft (Chairman); J. C. Bridge, F.R.- 
C.S.Ed.; Professor A. J. Clark, M.D., 
F.R.S.; A. G. Green, M.Sc., F.R.S.; Pro- 
fessor A. J. Gunn, M.D., D.Sc.; Pro- 
fessor E. H. Kettle, M.D.; Dr. H. B. 
Morgan; J. Davidson Pratt, M.A., B.Sc., 
F.L.C.; D. R. Wilson, and Sir David 
Munro, F.R.C.S.Ed. 





Compensatory Duty on 
Imported Soaps 


The Revenue Act of 1935 

carried an amendment 
which places a duty on imported soaps 
and other materials manufactured from 
fixed oils on which either an impost or 
processing tax is in effect. The new soap 
tax will be paid in the same manner as 
are customs duties and will be treated 
for all practical purposes as an addi- 
tional duty. 

The amounts collected on account of 
coconut oil produced from materials of 
wholly Philippine growth or produc- 
tion will be set aside from the Treasury 
of the Philippine Islands. 

The effect of the tax is not expected 
to be material on imported toilet soaps 
of the usual price ranges. It will have 
an effect upon the sale and possibly 
upon the importation of cheaper for- 
eign soaps, on which it may be a fairly 
substantial cost item. 


Beiersdorf Increases Profits 

In 1934, P. Beiersdorf & 

Co. A. G., the well-known 
German manufacturer of cosmetics 
(Nivea Brand), Pharmaceuticals and 
sanitary articles (surgical dressings, 
gauzes, etc.), with capital of 5,000,000 
marks, reflects the generally favorable 
development in its trade branch, ex- 
panding its net profits to 1,117,000 
from 1,060,000 marks, and its dividend 
to 12 from 10 per cent. Although the 
company’s foreign trade receded fur- 
ther, the foreign losses were more than 
compensated by increased domestic 
sales, so that total turnover showed a 
net gain. 


Studio Cosmetic New Address 


The Studio Cosmetic Co., 

one of the largest and most 
successful manufacturers of private 
brands in California, has moved to new 
and spacious quarters on north High- 
land avenue in Hollywood. 





Buyers’ Conference and 
Exhibit a Success 

The first annual Perfume 

and Cosmetic Conference 
and Exhibition took place in New York 
the second week in September. For 
years the necessity of an exhibition 
which would attract buyers in the 
toilet goods field has been urged in 
many quarters. Several attempts have 
been made to hold expositions, but 
none of them has been successful and 
have almost 
This year’s show was not only well 
managed and excellently staged, but 
interest among buyers from coast to 


some been disastrous. 


coast was evidenced by the number of 
them in attendance. 

The trade exhibits at the show were 
splendidly conceived and executed and 
the entire ballroom was decorated to 
conform to the toilet goods motif. 
Nearly forty manufacturers took space 
on the exposition floor, many of whom 
had several booths devoted to as many 
A somewhat unfortunate feature 
was the absence of the group of larger 
and 


lines. 


manufacturers, 


more prominent 





usually associated with this industry. 
Their lack, however, was well compen- 
sated for in the extremely handsome 
displays provided by other members 
of the industry. Now that the show has 
been well launched and successfully 
staged, both from the standpoint of 
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Above: Al. Mullen 
Talks to Buyer Becker. 
Left: Buyer Weaver, 
M. Gourland, Frank 
Carpenter. Right: Mar- 
tin Schultes, Sam 
Kohn, Conti’s Nordlin- 
ger, Hugh Finn, First 
Forager Niedermeyer. 
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exhibits and of number of actual 
buyers present, it is anticipated that 
next year’s event will find the larger 
houses also in line with their displays. 

The business programs started with 
a luncheon each day. Speakers dis- 
cussed a wide variety of topics of inter- 
est to buyers and merchandise mana- 
gers, and from many of the addressees 


“Tom” Jones, Manager 


manufacturers of cosmetics might also 
have profited. 

Among the speakers were Dr. Her- 
man Goodman, well-known dermatol- 
ogist and author of medical works and 
a contributor to this journal; H. B. 
Becker, buyer at Saks 34th Street; 
Madeline Darling of Vogue; and 
Charles Barban, chemist and writer on 
cosmetic subjects. Subjects ranged all 
the way from a discussion of advertis- 
ing and promotion methods to the 
stores’ defense against unwarranted 
damage claims. 

The three evenings of the meeting 
were given over to special events, the 
first being a meeting of the Foragers, 
organization of toilet goods salesmen. 
Beauty editors were feted at the second 
evening session and the salesgirls took 
charge of the third evening meeting. 

Those in attendance expressed com- 
plete satisfaction with the conduct of 
the exposition and the programs and 
exhibitors generally reported great in- 
terest in their products, especially the 
new items, and gratification at the 
volume of business actually closed dur- 
ing the meeting. 
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Permanent Wave 
Solutions Taxable 


In a formal ruling (S. T. 

818) the Treasury Depart- 
ment has responded to a query on the 
taxability of permanent wave solutions. 
The substance of the ruling is that these 
solutions are “used or applied” for 
toilet purposes and hence come within 
the provisions of the Manufacturers’ 
Excise Tax Law. 


To Represent ‘‘Veloutine” Here 


Furman - Weiland Associ- 

ates, Inc., New York, sales 
representatives, specializing in public- 
ity, advertising and merchandising, 
have been appointed exclusive Ameri- 
can and Canadian sales agents for the 
entire Charles Fay, Paris, Parfumerie 
Veloutine line. 

Charles Fay, one of the oldest French 
perfume houses in the business, was 
founded in 1858, but the line was never 
publicized or promoted to any great ex- 
tent in America. Furman-Weiland As- 
sociates, Inc., was organized in Janu- 
ary, 1935, by J. N. Furman, for many 
years sales organizer and sales mana- 
ger for many nationally known drug 
and household supply companies, and 
H. Maurice Weiland, well known in the 
retail trade and formerly sales promo- 
tion director and assistant to the presi- 
dent of the Neusteter Co., Denver, Colo. 

The company has been very success- 


ful since its inception, and plans to 
make the Charles Fay line nationally 
known within a very short time. 


Porine Lab. Reorganizes 


Porine Laboratory, recent- 

ly formed cosmetic manu- 
facturing company at 256 East Han- 
cock avenue, Detroit, has been reorgan- 
ized with the addition of William M. 
Kemp to partnership in the organiza- 
Edward D. McRae was the sole 


owner originally. 


tion. 


O. R. Smith, Lengyel 
Sales Manager 


Orrin R. Smith, for years 

well known in the toilet 
preparations industry, has been ap- 
pointed sales manager of Parfums Len- 
gyel, Inc., New York, according to an 
announcement by Georges Lengyel, 
president of the company. Mr. Smith 
was formerly connected with Wood- 
worth, Inc., of Rochester, N. Y., and 
has a wide acquaintance with buyers in 
all parts of the country. 

Mr. Lengyel also advises that his 
brother, Laszle Lengyel of Paris, will 
in the future be associated with the 
American company. He arrived from 
France, September 17, and will make 
his headquarters at the New York offices 
of the company at 244 Fifth avenue, 
New York. 

A campaign of national advertising 
has been started by the company with 
insertions in Vogue and Harper’s Ba- 
zaar and will be rapidly expanded in 
these and other media. Stressed in the 
campaign will be “Essence Imperiale 
Russe.” 


Sheldon Heads Moulded Displays 


Roy Sheldon, formerly 

vice-president of Kay Dis- 
plays, Inc., is now president of Mould- 
ed Displays, Inc., 60 E. 42nd street, 
New York City. This new company has 
exclusive rights for moulded pulp 
signs, displays, premiums, toys and 
novelties from Pulp Products Com- 
pany. Manufacturing will be carried 
on at a new plant in Massillon, Ohio. 


Coty, Inc., Financial Report 


Coty, Inc., reports a net 

profit for the six months 
ended June 30, of $187,677, after de- 
preciation on machinery, equipment, 
installation and building improvements 
but before Federal income tax. After 
deducting $27,000 for this tax, there 
was a net income, for possible addition- 
al excise taxes, of $160,000. 





Lois Armstrong Visits B. C. 

Lois W. Armstrong, exec- 

utive secretary of the Cali- 
fornia Cosmetic Association, has just 
returned from a trip to Victoria, B. C. 
Miss Armstrong was particularly im- 
pressed by the different methods em- 
ployed in merchandising cosmetics in 
British Columbia and promises, at some 
future time, to pass these impressions 
to the trade. 


Pinaud Increasing Radio Publicity 
Marcel Michelin, 
tive vice-president of 

Pinaud, Inc., New York, has just re- 

turned from a visit of seven weeks in 


execu- 


Paris, where 
he conferred 
with the prin- 
cipals of the 
parent house 
of Pinaud. As 
a result of 
these confer- 
ences. Lord & 
Thomas, ad- 
vertising 
agents, have 
been engaged 
to handle Pi- 
naud public- 


Mr. Michelin & 
Mr. Goldet 

ity, and espe- 

cially an expanded radio program 
which will shortly be on the air over 
the Mutual chain five nights a week at 
7:15 p. m. Eastern time. The network 
will cover the entire country and will 
feature both women’s ¢ 
with the emphasis particularly on the 


: rote 
men’s lines 


lilac preparations for which the house 
is so well known. 

Mr. Michelin reports that he is well 
pleased with the work of the company 
during his absence and _ particularly 
with the improved spirit which he sees 
throughout the business community. 
His July business showed a startling 
increase over that of last year with Au- 
gust and September running even het- 
ter. He anticipates that the new radio 
program and the generally better feel- 
ing regarding business conditions will 
materially improve the sale of Pinaud 
products during the coming months. 

Jacques Heilbronn, president, and 
Roger Goldet, vice-president, are ex- 
pected in New York some time during 
the autumn, at which time a further in- 
teresting announcement of the com- 
pany’s plans will be made. The picture 
shows Mr. Michelin and Mr. Goldet at 


the time of the latter’s last visit here. 
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British Firm to Manufacture 
Solvents 

A British private 
which has been 


com- 

pany 
formed under the auspices of the Com- 
mercial Solvents Corp. in conjunction 
with the Barter Trading Corp., a Brit- 
ish company associated with the chemi- 
cal industry, and of which Brigadier- 
General Sir William Alexander, M.P.., 
is chairman, anticipates commencing 
the manufacture of solvents on a large 
scale, including solvents for use in the 


perfumery, cosmetic and soaps trade, in 
October. A large factory for the pur- 
pose is being equipped at Bromborough 


Port, Cheshire, England. 


M. M. & R. Slogan Contest 
Magnus, Mabee & Rey- 
nard, Inc., New York, will 

award 100 cash prizes, amounting to 

$2,000, to those who supply three words 
that will make the phrase “Forty Years 

of M. M. & R. 

slogan that will best characterize the 

quality and dependability of the com- 

This contest was 


> a complete 


pany’s products. 
launched in celebration of the firm’s 
40th anniversary and is open to drug- 
gists and drug wholesaler’s salesmen 
throughout the country. 


J. G. Bell New York Visitor 
5. %. 


Bonne 


Bell, president of 
Bell, Inc., Cleve- 
land, spent several days in New York 
early in September, discussing plans 
for the expan- 
sion of his lines 
and arranging 
for additional 
sales outlets 
in Metropoli- 
tan New York 
territory. Mr. 
Bell 
oping several 
interesting new 
products and 
promotion de- 
vices. He re- 
ports that sen- 
timent in his 
section has improved materially since 
mid-summer and that the stores and the 
buying public are showing much great- 
er interest in new merchandise and new 
cosmetic specialties than has been the 
case for many months. Plans for expan- 
sion of his line will be announced in 
time to take advantage of the holiday 
season. 


is devel- 


J. G. Bell 


Lelong Salon Redecorated 


The Fifth avenue salon of 

Lucien Lelong, Inc., has 

recently been completely done over. 

Warehouse space has been taken in an- 

other part of town and the Fifth avenue 

address is now devoted solely to salon 
and showrooms. 

Miss Edith M. will be in 


charge at Fifth avenue. During the 


Brown 


Edith M. Brown 


course of her association with Lucien 
Lelong she has become widely known 
through her contacts with buyers from 
all over the United States, and now she 
will be able to devote of her 
time to renewing such contacts. 


most 


The photographs on the opposite 
page show views of the main salon and 
portions of two display rooms, one fac- 
ing on Fifth avenue and one on 49th 
The decor of both, the salon 
and the showrooms, has been planned 
for comfortable simplicity rather than 
ornateness. 

In addition to her work in connection 
with the Lucien Lelong showrooms, 
Miss Brown will have charge of pub- 


street. 


licity and press association contacts for 
Lucien Lelong. 


Carlova Employees 


Hold Picnic 


Carlova, Inc., Bingham- 

ton, N. Y., held a picnic 
August 24 at the Chenango State Park, 
New York, known as Lily Lake. About 
160 people from the factory attended, 
and were served a delicious chicken 
dinner catered by a church organiza- 
tion. 

During the morning various games 
and races were held for which prizes 
were awarded for first and second 
place. In the afternoon there was an 
exciting interfactory baseball game, 
and those who were not players or 
spectators went in swimming or played 
bridge. Late refreshments 
were served, and all reported a very 
enjoyable and active day. 


afternoon 
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Detroit Golfers Capture Trophy 


The fame of the “Little 

Brown Jug” of Michigan 
that has created intercollegiate rivalry 
on the football gridiron for many years 
now has a newly born competitor in the 
field of sports. When the Golf Auxilia- 
ry, composed of members of the Chicago 
Perfumery, Soap and Extract Associa- 
tion and the Chicago Drug and Chem- 
ical Association, accepted the chal- 
lenge of the Allied Drug and Cosmetic 
Association of Michigan to play a 
friendly game of golf with matched 
teams, little did they think that they 
were inaugurating an annual event that 
will not only settle the golf supremacy 
of the chemical industry in the two 
cities, but also cement a lasting bond 
of friendship between the members of 
both associations, whose trade affilia- 
tions are so closely allied. 

The opening tournament was played 
at the Bob-O-Link Country Club in Chi- 
cago on August 20, when the Chicago 
group played host to 26 star players 
who journeyed over from Detroit. 
When the last foursome returned to the 
club house and had their scores totaled, 
it was discovered that the Detroit crowd 
has given Chicago a bad trimming to 
the tune of 13 to 8 in match play. This 
victory for Detroit gave them the first 
leg on the trophy, which is a beautiful 
bronze replica of Fort Dearborn and 
will be contested for annually. 

In addition to the team trophy, the 
members contested for a large assort- 
ment of prizes which were allotted on 
the handicap basis and divided among 
the low net winners in three classes. 

When the prize winners were an- 
nounced following a gala dinner party, 
the Chicago group also bowed their 
heads in defeat, but proved that they 
were perfect hosts by allowing the De- 
troit players to carry away the lion’s 
share of prizes. Speeches were made by 
Paul Porier, president of the Allied 
Drug and Cosmetic Association of 
Michigan; J. H. Helfrich, president of 
the Chicago Perfumery, Soap and Ex- 
tract Association; and CharlesS. Welch, 
secretary of the Associated Manufac- 
turers of Toilet Articles of New York, 
who made a special trip to Chicago for 
the games. 

Chairman Walter H. Jelly, John 
A. Scott and Co-chairman Bill Schutte 
handled the tournament, while the real 
heavy work was performed by prize and 
handicap committees composed of Wm. 
Loewenstein, D. G. Kitzmiller, L. G. 
Shepherd, Joseph A. Gauer, Robert 


90 


tgs 


R. M. Stevenson and Paul Porier with Trophy 


Holland, C. R. Spaulding, J. C. O’Brien 
Jr., J. Wm. Brooks, Harry Larson, and 
E. L. Drach. 

In Paul Porier’s speech in accepting 
the trophy, he thanked the Chicago 
group profusely for their hospitality 
and extended an invitation for a return 
match to be played in Detroit on Sep- 
tember 18. 

The following are the prize winners 
with their scores. The letter D after 
the name denotes Detroit while the let- 
ter C denotes Chicago. 


Class A 
1—W. Elliott 
2—J. Snider 
3—R. Stevenson 
4—M. Morgan 
>. Marshall 
’. Loewenstein 
. C. Drury 
’, Vanallsburg 
A. Stephan 


85-14-71 
91-18-73 
92-18-74 
89-15-74 
95-19-76 
92-15-77 
88-11-77 
94-17-77 
93-16-77 
Class B 

98-25-73 
101-24-77 
104-27-77 
108-29-79 
100-21-79 
108-29-79 
100-20-80 
104-22-82 
103-21-82 


>. Harvey 
. Pennal 
. Vicary 
>. Van Schaack 
. Morris 
’. Johnson 
. Carson 
. Langfield 
. Kitzmiller 


Class C 
1—J. H. Helfrich 
2—R. Jennings 
3—W. Boyd 
4—R. Flynn 
5—G. Pauley 
6—T. Zoller 
7—L. Carnes 
8—E. Tysdal 
9—A,. Doolittle 


116-36-80 
118-36-82 
120-36-84 
121-36-85 
122-36-86 
124-36-88 
128-36-92 
139-36-103 
143-36-107 


Red Star Yeast Files Suit 


The Red Star Yeast & 

Products Co., Milwaukee, 
on Aug. 16 filed a suit in Federal court 
in that city to enjoin the government 
from collecting more than $1,000,000 
in luxury excise taxes, maintaining 
that its product is not a “toilet prepa- 
ration” and that it does not come under 
the provisions of Section 603 of the 
revenue act of 1932. 

The court has been asked to declare 
the yeast grown and sold by the com- 
pany exempt from the excise tax and 
Federal Judge F. A. Geiger has granted 
a temporary injunction pending final 
hearing in the case. 
the average volume of 
sales, the company would pay in ex- 
cess of $250,000 a year in taxes if 
yeast is declared subject to the act. 
The company in its complaint declares 
that no attempt has been or is being 
made by the department of internal 
revenue to subject yeast made by other 
concerns to the luxury tax. 


Based on 


The government answer states that 
the company advertised its yeast as 
valuable in facial treatments. 


Beauty Products Show Dates 


March 6, 7, 8, inclusive, 

1936, at the Hotel Sher- 
man, Chicago, are the dates for the First 
Annual National Public Beauty Prod- 
ucts Exposition, according to Columbus 
D. Behan, manager of the enterprise. 
The underlying purpose of the show is 
to make women beauty conscious, there- 
by stimulating sales of perfumes, cos- 
metics, rouges and other toilet requi- 
sites essential to the perfection of 
beauty. 
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Hewitt Plant Remodeled 


The plant of the Hewitt 

Soap Co., Dayton, Ohio, 
has now been remodeled, and the wait- 
ing room, general business and execu- 
tives’ offices have been redecorated and 
refurnished. The company was organ- 
ized in 1884 as a partnership and the 
controlling stock was purchased by 
Procter & Gamble Co. in 1933. Officers 
of the company are J. M. Hewitt, presi- 
dent; Martin F. Schultes, vice-presi- 
dent; Samuel L. Finn, secretary, and 
F. R. Dinwiddie, treasurer. 


Harold F. Ritchie 
Sales Meeting 


Harold F. Ritchie & Co., 

New York, sales represen- 
tatives for many leading manufac- 
turers in the United States and Eng- 
land, held a sales conference August 16 
and 17 in New York City, which was 
attended by executives of the firms 
which the company represents, and 
about 30 members of the firm’s field 
staff in the East and Southeast. 

At this meeting the various execu- 
tives outlined the plans of their com- 
pany for merchandising and advertis- 
ing their products, and the conference 
was closed with a banquet at the Van- 
derbilt Hotel. Joseph C. Hearn, man- 
aging director of the Ritchie company, 
was toastmaster, and Dr. E. L. New- 
comb, executive vice-president of the 
National Wholesale Druggists Associa- 
tion, was guest speaker. 

Another sales meeting was held at 
the Palmer House in Chicago August 
23 and 24, attended by the field staff 
from the West and mid-West, and an- 
other will be held later in California 
for the Pacific Coast representatives. 


Houbigant Sales Conference 


The annual sales meeting 

of the Houbigant Sales 
Corp. was recently held in New York. 
The entire sales force attended, and 
plans for the promotion of Houbigant 
and Cheramy lines were presented. The 
force was entertained by a party at a 
beach club which proved to be a great 
success and was very much enjoyed by 


all. 


Colter Resigns from Stearns 
R. J. Colter for the last 27 


years connected with Fred- 
erick Stearns & Co., Detroit, has re- 
signed and will announce his plans for 
future activities at 
an early date. Mr. 
Colter is one of the 
most popular men 
in the Detroit trade 
and is especially 
well known in the 
toilet preparations 
business through 
his work in pack- 
aging and manu- 
facture with the 
Stearns organization. He served as 
president of the Michigan Cosmetic 
and Extract Association last year and 
his efforts in that capacity did much to 
place this new organization on a sound 
and workable basis. 


R. J. Colter 


New Name for Western 
The Western Co., Chicago, 


has changed its name to 
Weco Products Co. The company man- 
ufactures Dr. West’s tooth paste and 
tooth brushes, and occupies a large 
suite of offices in the Merchandise Mart 
building. 


Welcke Anniversary Celebrated 
William A. R. Welcke, 


treasurer, vice - president 
and director of Fritzsche Brothers, Inc., 
was guest of honor at a dinner dance 
given by the company at the Hotel New 
Yorker in honor of his 50 years of as- 
sociation with the organization. Over 
150 business associates and friends of 
Mr. Welcke were present, and F. H. 
Leonhardt, president of the company, 
was the principal speaker. He expressed 
the deep appreciation of the Fritzsche 
board of directors, and presented him 
with an onyx desk set from the officers 
and a gold wrist watch as the gift of the 
employees. 

Mr. Welcke acknowledged these 
gifts with gratification of the senti- 
ments prompting the celebration and 
spoke briefly of his years with the com- 
pany. He then presented each man with 
a gold trimmed and initialed fountain 
pen, and each woman with an initialed 
compact. 

Introduces New Shampoo 

Edgard F. Hoefer, Pacific 

coast sales manager for 
the Lucky Tiger Mfg. Co., was in Seat- 
tle late in August for the purpose of 
supervising personally the introduc- 
tion of a new foamless oil shampoo of 
his company. Accompanying him were 
J. C. Hare, field manager, and Ray 
Wells, the Northwest representative of 
his company. 


Continental’s New Plant 


Continental Can Co., Inc., 

New York, will erect a 
three-story can manufacturing plant 
adjacent to its present plant on South 
Ashland avenue in Chicago. Construc- 
tion work will start within the next 
30 days. 


Final Dinner of Sales Conference, Harold F. Ritchie & Co., Inc. 
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Lueders Celebrates Golden 
Anniversary 


Not many American com- 

panies attain the distinc- 

tion of a fiftieth anniversary celebra- 

tion, but on October 10 George Lueders 

& Co., New York essential oil house, 
will reach its fiftieth birthday. 

It was on Oct. 10, 1885, that George 

Lueders established an essential oil 

business under his own name in very 


4 


Mr. Killeen 
(President) 


Mr. Lueders 

(Founder) 
small quarters on Gold street. For 
several years he had travelled exten- 
sively for a prominent Grasse house 
not only in America but in practically 
every country in Europe, but the idea 
of founding his own business was con- 
stantly in his mind. 

For nine years, Mr. Lueders operated 
the business as an individual enterprise, 
but it grew so rapidly and expanded 
along such varied lines that, in 1894, a 
partnership was formed with himself 
as senior partner and Ferdinand Weber 
and Henry J. Heister as his associates. 
Meanwhile, growing business had sent 
the company into larger quarters at 213 
and later at 218 Pear! street. 

In 1906, the business was incorpo- 
rated with Mr. Lueders as its active 
head, a position which he held until 
1931, when the position of chairman of 
the board was created and he assumed 
that title. Edward V. Killeen, one of 
the early members of the organization, 
succeeded him as president. Mr. Kil- 
leen was well known to the trade, hav- 
ing covered the entire United States for 
the company. At the time of his elec- 
tion, he had been vice-president and 
general manager for more than 15 
years. Long before this the company 
had moved to 427 Washington street. 

Mr. Lueders died in 1933 after more 
than 47 years’ activity in his own busi- 
ness and well over fifty years in the es- 
sential oil trade. The officers of the 
company now are Edward V. Killeen, 
president; Frederick J. Lueders, a son 
of the founder, vice-president; Ferdi- 
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nand Weber, treasurer; F. G. Buehler, 
secretary; and George J. Waegelin, 
assistant secretary. George J. Lueders, 
another son, is a director. 

From the tiny Gold street quarters 
Mr. Lueders lived to see the business 
grow to international proportions, with 
branches in Chicago, San Francisco, 
Montreal and Mexico City. Its aims are 
well expressed in a statement by Mr. 
Killeen, “We seek perfume raw mate- 
rials in the world’s primary markets 
and sell them as articles of confidence 
at reasonable price levels.” 


Alphonse Koster Returns 

Alphonse Koster of Koster 

Kuenen, Sayville, N. Y., 
and Aalst, Holland, returned on the 
Berengaria, August 13, accompanied by 
his nephew, Joseph, and his niece, 
Anne, after three months’ stay abroad. 
All of the time was spent at the head- 
quarters of the 
Aalst. Louis Koster accompanied by 
Fritz Koster, his son, who had been in 
the United States for the last three 
months in charge of the Sayville bleach- 
ery of the company, returned on the 
Europa, August 23. 


parent company in 


Leonard Katz Transferred 


Leonard Katz, formerly in 

charge of the San Fran- 
cisco branch of Florasynth Laborato- 
ries, Inc., has been transferred to their 
Los Angeles office as assistant to his 
father, Dr. Alexander Katz. Paul G. 
Fourman, formerly at the Los Angeles 
branch, is now in charge of the San 
Francisco branch. 

Mr. and Mrs. Katz were in New York 
late in August, and on the return trip 
he stopped in Salt Lake City, Portland, 
Seattle and Tacoma to visit the trade in 
those cities. 

Louis A. Rosett, president, recently 
returned to New York from Canada 
where he visited the company’s branches 
in Toronto and Montreal. He reports 
that business conditions there are con- 
siderably better and the sentiment is 
good. 


A, J. Stevens Organizes Company 


Arthur I. Stevens has 

formed the Stevens Cos- 
metical Manufacturing Co. at 406 East 
Woodbridge street, Detroit. Mr. Stev- 
ens was for fifteen years vice-president 
of Armand, Ltd. of Canada, opening 
the new plant of that company at Walk- 
erville, Ont., about three years ago. 


Sales Offices for No-Kap 
Closures 


No-Kap Closures ( U.S.A.) 

Inc., Providence, R. L, 
manufacturer of “No- Kap” closures, 
has opened offices at 331 Madison ave- 
nue, New York, which will be in charge 
of H. R. M. Gordon, who has handled 
all initial publicity and sales for the 
company since its inception. Captain 
A. H. Church, now in London on busi- 
ness for the parent company, No-Kap 
Closures, Ltd., will spend a portion of 
his time in the New York district. 

Mr. Gordon reports that seven com- 
panies, including four nationally known 
names, have already adopted the de- 
vice. He claims that it is equally effec- 
tive for bottles, permitting specific 
doses for powders or liquids. National 
Collapsible Tube Co., Providence, is 
already in production on tubes equipped 
with the company’s closures. 


K. C. Allen in New York 


Kenneth C. Allen, manag- 

ing director of Stafford 

Allen & Sons, Ltd., of London, England, 
manufacturing chemists and leading 
distillers of Eng- 

lish essential oils, 

is now in this 

country. 

Mr. Allen, who 
is making his 
headquarters with 
his American 
agents, Ungerer & 
Co., New York, is 
accompanied by 

K. C, Allen his two sons, the 
elder of the two, 
Roger, being associated with his father 
Mr. Allen came 


to this country from Montreal, where 


in the Allen business. 


he arrived from England, September 1, 
and anticipates spending about two 
weeks in conferring with F. H. Ungerer, 
president of Ungerer & Co., and visiting 
the many ac- 
quainted with on his last visit to the 
United States. 


customers he became 


Palmer-Schuster Moves 

The Palmer-Schuster Co., 

Cleveland, formerly lo- 
cated at 1514 Prospect avenue, recently 
moved into new quarters in the Britten 
Terminal building, 2775 Pittsburgh 
avenue. The company is headed by Fred 
H. Palmer, Jr., and Carl T. Schuster, 
and carries raw materials and supplies 
for the cosmetic and drug trade. 
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Dr. Ruzicka Returns Home 


Dr. L. Ruzicka of the Uni- 

versity of Zurich, Switzer- 
land, has just completed a most inter- 
esting and instructive visit of over two 
months in the United States. Dr. Ru- 
zicka devoted most of his time to a se- 
ries of lectures at the University of 
Chicago, followed by additional ad- 
dresses at other points, as well as at the 
recent meeting of the American Chemi- 
cal Society in San Francisco. 

The accomplishments of this out- 
standing organic chemist in the field of 
synthetic organic chemistry will best be 
appreciated in this country by refer- 
ence to the remarkable work he has 
done for M. Naef & Co., Geneva, Swit- 
zerland, manufacturers of synthetic 
aromatic chemicals, who are represent- 
ed in this country by Ungerer & Co., 
New York. 

Dr. Ruzicka was largely responsible 
for the development of such products as 
the synthesis of muskone, civettone, etc., 
and the establishment of the formulae 
of Irone, jasmone, and other well- 
known Naef products. Outstanding in 


his work in this connection is Exalto- 
lide Naef, considered in many quarters 
as the principal contribution to the 
field of synthetic aromatic chemistry in 
the past two or three decades. 


En route from the San Francisco 
meeting, Dr. Ruzicka also visited Los 
Angeles, San Diego, Calif.; Washing- 
ton, D. C.; Wilmington, Del., and sail- 
ed from New York, September 11, on 


the Europa. 


English Chemist Wins 
Double Event 
Marshall Bros., 
chemists, of Moseley, Bir- 
mingham, England, have achieved the 
singular distinction of winning first 
prizes (chemists’ section) in both the 
“Brylereem” and the “Anzora” win- 
dow-dressing competitions. The two dis- 
plays were of a totally different charac- 
ter, although each came out top in the 
respective competition for which it was 
entered. For the “Brylcreem” window 
the slogan “Brylcreem and Britannia 
rule the waves” was selected, and a de- 
sign embodying a seascape was built 
up. The “Anzora” window, on the other 
hand, was a display of some 18 dozen 
bottles of the cream, with evenly spaced 
showcards, which gave to the window a 
pleasing picture-frame effect. Our con- 
gratulations to H. H. Marshall on his 
double success. 


Messrs. 
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STOKES & 


SMITH INCREASES PLANT—Significant as one of the first 


indications of recovery in the machinery and equipment industry in this field 


is the new plant addition just completed by Stokes & Smith Co., Philadelphia. 


Increased activity in every branch of the business brought about the erection 


of the new unit at a cost of $50,000. Stokes & Smith Co. manufactures paper 


box machinery, packaging machinery and resinous products for the toilet 


preparations and allied industries. 


The entire plant of the company at Summerdale, Philadelphia, is shown in 


the aerial photograph with the new building and railroad siding appearing 


at the lower right. 


**“Secret Remedies”’ 
Not to be Re-Issued 


The British Medical Asso- 

ciation decided, at its an- 
nual representative meeting, by a nar- 
row majority of seven votes, against a 
proposal that “Secret Remedies,” of 
which the first volume appeared in 
1909 and the second in 1912, should be 
reissued. The two books attracted much 
attention at the time they were pub- 
lished; but it was considered by some 
members of the association that they 
had not served the purpose for which 
they were designed. Moreover, the opin- 
ion was expressed that conditions had 
changed since the date when the last 
volume appeared. “Secret Remedies,” 
now not particularly easy to obtain sec- 
ond-hand, contains some matter of cos- 
metic interest. 

In the second volume are to be found 
analyses of some well-known proprie- 
tary preparations for the hair, includ- 
ing ‘‘Tatcho,’ Edward’s “Karlene,” 
“Koko,” Lockyer’s “Sulphur Hair Re- 
storer,’ “Mexican Hair Renewer,” 
“Vilixir,’” W. Seeger’s Hair Dye, 
“Shadein,” and “Juvenia,” together 
with other useful information. 


Parento Opens 


Chicago Office 

Compagnie Parento, Inc., 

Croton-on-Hudson, N. Y., 
has opened a branch in Chicago at 
141-445 South Dearborn Street. The 
new branch office will be managed by 
Edward J. McBrady, who is known to 
the trade in the Mid-West and is famil- 
iar with the company’s varied line of 
products. Complete stocks will be car- 
ried at the Chicago branch for conven- 
ience of customers in that locality and 
the branch will be operated as a unit 
separate from the Croton and New 
York business. This rounds out Par- 
ento’s facilities for service to the trade 
which 


Croton, Chicago or Toronto. 


can now secure stocks from 


Vitamin D Process in Creams 


Colonial Dames Labora- 

tories, Inc., Los Angeles, 
has secured exclusive right to the use 
of one of the basic patents for com- 
pounding vitamin D concentrate and it 
will be used in the company’s all pur- 
pose cream. National advertising on 
the cream is planned and will start im- 
mediately in leading media. 
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Lever Bros. Co. Wins 
Patent Case 


Lever Bros. Co., Cam- 

bridge, Mass., has won the 
patent suit tried at South Bend, Ind., 
by a corps of legal talent such as has 
seldom been assembled in this indus- 
try. The suit involved the use of the 
“spray process” for the manufacture 
of flaked and powdered soap and was 
brought by Colgate - Palmolive - Peet 
Co., and Procter & Gamble Co. The 
plaintiffs contended that Lever Bros. 
had infringed basic patents on the proc- 
ess in the manufacture of “Rinso.” 

In holding for the defendant, Judge 
Thomas W. Slick in Federal District 
Court stated that the basic Lamont 
patent was definite in its terms and 
that the holder of the patent had in his 
specifications “attempted to cover every 
possible description of a successful 
spray-dried soap product.” The court 
pointed out numerous differences in the 
Lever process to those covered by the 
Lamont patent, especially in tempera- 
tures at which the process takes place, 
and held that these variables might be 
approximated within a reasonable de- 
gree without involving infringement. 

Concluding his lengthy 
Judge Slick said: 

“While defendant’s product resem- 
bles, to the casual observer, the prod- 
uct of plaintiffs, it in many respects is 
quite dissimilar. I therefore conclude 
that neither defendant’s process nor its 
product infringes on the patent of 
plaintiffs.” 

The Federal court case, tried last 
October and November, engaged many 
lawyers, including Newton D. Baker, 
Ramsay Hoguet of New York, former 
Federal Judge Arthur C. Denison of 
Cleveland, Mason Trowbridge and 
Harry A. English of New York. 


opinion, 


McKesson & Robbins Report 
McKesson & Robbins, Inc., 


reports net sales for the 
first six months of this year of $63,296,- 
723 compared with $62,603,239 for the 
first half of 1934, an increase of 1.10 
per cent. Combined profit from opera- 
tions for the period totaled $832,110, 
after all deductions including fixed 
charges, compared with $1,055,194 for 
the corresponding period last year. The 
decline in earnings was accounted for 
in part by the increased cost of sales, 
including an increase of over $400,000 
in advertising expenditure for the pe- 
riod, which is expected to stimulate 
sales in the latter half of the year. 
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P. & S. Establishes 
New York Office 


Polak & Schwarz, Zaan- 
dam and Hilversum, Hol- 
land, one of the well-known firms spe- 
cializing in the manufacture of aro- 
matic chemicals, flavoring materials 
and perfume bases, is to establish and 
operate its own branch in the United 
States at 667 Washington Street, New 
York City. An American company is to 
be incorporated under the same name 
with John A. J. Wynmalen as president 
and general manager. 
This announcement was made by Mr. 


John A. J. Wynmalen 


Wynmalen, who returned recently on 
the Bremen from a two months’ trip 
abroad, where, in conference with the 
officials of the firm, plans were for- 
mulated to extend the activities of the 
concern in the United States. Mr. Wyn- 
malen, who has represented the firm in 
the United States for many years, needs 
no introduction to the trade in this 
country, particularly in the metropoli- 
tan area. Not only is Mr. Wynmalen a 
skilled expert in our field, but he is 
well equipped by reason of his mer- 
chandising experience for his new tasks. 
In addition to the New York office, 
the new corporation will operate a 
branch in the Mid-West and plans also 
to have representatives in the principal 
cities where stocks will be carried. 


MacGregor Opens 
Canadian Branch 


MacGregor Method of 
Rejuvenation, Chicago, 
has established a branch plant at 313 
Terminal Wholesale building, Toronto. 


Redgrove Visits Irish Free State 
On July 27, H. S. Red- 


grove well known con- 
sultant and contributor to our jour- 
nal, left London for Dublin, and re- 
turned Aug. 17. This visit to the Irish 
ree State was largely in the nature of 
a holiday, Mr. Redgrove occupying 
most of his time motoring to various 
parts of the Island with a view to 
studying the native flora and the 
cosmetic industry. 
“Some Irish-made cosmetics which 
I examined,” writes Mr. Redgrove, 
“were so poor in quality as to suggest 
that the manufacturers were quite 
ignorant of what was required, and 
were working along totally incorrect 
lines. Other Irish-made cosmetics, on 
the other hand, are of exceptionally 
fine quality, comparing favorably with 
those of British or French manufac- 
ture.” 


American Home Products 
Earnings 


After deducting deprecia- 

tion and Federal taxes, 
American Home Products Corp. and 
subsidiaries, report consolidated net 
earnings of $621,415.82, equivalent to 
92c per share, for the six months ended 
June 30. Extraordinary expenses in- 
curred by reason of changes in mer- 
chandising methods in the amount of 
$177,900.04 and $59,578.90 due to 
changes in accounting policies, have 
also been charged off. The next month- 
ly dividend of 20c, payable on October 
1, was declared by the board of direc- 
tors at its meeting late in August. 


ltalian Citrus Oil 
Production 


Owing to the unsatisfac- 
tory price situation in 
Italy in the early part of the season, 
production of lemon oil during the sea- 
son which closed was estimated at not 
more than 650,000 Sicilian pounds. 
Stocks in July were estimated at about 
680,000 Sicilian pounds. 


R. C. Watson Marries 

We extend our hearty con- 

gratulations to Rupert C. 
Watson, who was married to Miss Mary 
A. Giblin on August 17. Mr. Watson is 
associated with Ungerer & Co., New 
York, and specializes in the sale of syn- 
thetic aromatic chemicals for M. Naef 
& Co., Geneva, for whom his house is 
American representative. 
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Coming Conventions 


National Hairdressers’ and Cosme- 
tologists’ Association, Hotel Pennsylva- 
nia, New York, Oct. 13, 1935. 

Drug Trades Exposition, Grand Cen- 
tral Palace, New York, Oct. 15-17, 
1935. 

United Medicine Manufacturers of 
America, Waldorf-Astoria hotel, New 
York, Oct. 17 and 18, 1935. 

American Bottlers of Carbonated 
Beverages, Fifth Regiment Armory, 
Baltimore, Md., Nov. 18-22, 1935. 

Exposition of Chemical Industries, 
Grand Central Palace, New York, Dec. 
2-7, 1935. 


Beauty Culture Schools Meet 


The third co - ordinated 

convention of the Beauty 
Culture Schools groups, held at the 
Hotel Statler, St. Louis, Mo., Aug. 
26-30 was attended by about 800 dele- 
gates from various parts of the coun- 
try, and was pronounced a success by 
its sponsors. 

Three programs were synchronized 
to fill the five days, with all groups 
meetings for an official banquet and 
other social affairs. The National Asso- 
ciation of Boards of Beauty Culture, 
headed by Mrs. Florence E. Harris, of 


Chicago discussed problems of educa- 
tion, examinations, licensing, etc., in 


the various states which have laws 
governing beauty culture. (There are 
now forty-two; all but the very latest 
to join the number were represented 
at the meeting.) Two of the major 
problems facing this Association was a 
general examination, to meet the high- 
est requirements of all states; and the 
matter of reciprocity with 
licenses. 

Florence E. Wall, F.A.I.C. of New 
York, was again the principal speaker, 
opening the program with a talk on 
“Public Relations for Beauty Cul- 
turists.” She stressed the need for in- 
telligent publicity on matters relating 
to cosmetics and beauty culture, and 
introduced Miss Beatrice Adams, 
president of the Woman’s Advertising 
Club of St. Louis, who told the audi- 
ence how those in the trade can co- 
operate with beauty editors. (Miss 
Adams is “Frances Faye,” fashion edi- 
tor of the St. Louis Star-Times.) 

Mrs. Elizabeth Thielen, director of 
the National School of Cosmeticians at 
St. Louis, and president of the Missouri 
All-American Beauty Culture Schools 
Association, was chairman of the local 
committee. 


state 
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Mrs. Margaret Colgate 


Mrs. Margaret Colgate, 

widow of Richard M. Col- 
gate, former president of Colgate & Co., 
died August 22 at her home in New Ver- 
non, N. J., at the age of 73. She was a 
daughter of the late Henry B. and Mary 
Cabell Auchincloss, and was married 
in 1885 to Mr. Colgate, a grandson of 
William Colgate, founder of the soap 
business. He became president of the 
company in 1897 and held the position 
until his death in 1920. 

A son, Henry A. Colgate, of New Ver- 
non; a daughter, Mrs. Cyril Damon of 
Honolulu; a brother, John A. Auchin- 
closs of New York; and a sister, Mary 
A. Auchincloss of New Haven, Conn., 
survive. 


Mrs. Antoinette E. Searles 


Mrs. Antoinette E. Searles, 
for forty years in the em- 
ploy of George Lueders & Co., passed 
away September 1. Mrs. Searles start- 
ed with the company on September 5, 
1895, as invoice clerk. She subsequent- 
ly made herself valuable in various de- 
partments of the business and for a 
number of years prior to the death of 
George Lueders, in 1933, acted as his 
secretary. One brother, William H. 
Louden, survives. 
Funeral services were held Tuesday 
evening, September 3, with burial in 
Greenwood cemetery the following day. 


B. Pulley 


We regret to report the 

death of B. Pulley, late 
sales manager of the essence depart- 
ment of A. Boake, Roberts & Co., Ltd., 
of London, last July, after a long and 
painful illness. During the war, Mr. 
Pulley served with distinction in the 
London Rifle Brigade and the Machine 
Gun Corps, returning at its close to 
A. Boake, Roberts & Co., Ltd., with 
which he had been since 1908. Mr. Pul- 
ley was exceedingly popular with all 
his business colleagues. He leaves a 
widow, and a young son and daughter. 


Arthur H. Becker 
Arthur H. Becker, retired 


soap manufacturer, died 
in Fanwood, N. J., August 29. He was 
a native of Chicago. His widow, a son, 
R. W. Becker, of Fanwood, five broth- 
ers, E. F., J. W. and L. C. Becker, all of 
Sycamore, IIl., Dr. P. F. Becker of Chi- 
cago, and W. J. Becker of Park Ridge, 


Ill., survive. 


Alfred Walter Bush 


We regret to have to re- 

cord the death, in hospital, 

August 3, of Alfred Walter Bush, joint 

managing director of W. J. Bush and 

Co., Ltd. “Mr. 

Alfred,”’ as he 

was known to his 

colleagues and 

the staff at the 

headquarters of 

the company, at 

Ash Grove, Lon- 

don, was a son of 

, the late W. J. 

Bush, who found- 

The late ed the business. 

A. W. Bush He was educated 

at private schools in England, Dulwich 

College, and Belgium, and started his 

business career in 1880 with Green & 

Pitt, a firm of colonial merchants. Lat- 

er on, he went to Sicily, where he was 

able to make a first-hand study of the 

citrus oil industry. On his return to 

London, he was admitted as partner in 

the firm of N. J. Bush & Co., and subse- 

quently took part in the conversion of 

the firm into a limited liability com- 

pany in 1897, of which he became a 

managing director. His loss will be 

deeply felt by a large circle of business 
friends. 


Charies Thomas Kingzett 


We regret to have to re- 

cord the death of Charles 
Thomas Kingzett at his home at Wey- 
bridge, Surrey, England, on July 29. 
Mr. Kingzett, who had reached the good 
age of 82, was a Fellow of both the 
Chemical Society and of the Institute of 
Chemistry. He was one of the founders 
of the Institute, and was a member of 
its Council from 1877 to 1882, and 
again from 1893 to 1894. Arising out 
of investigations which he undertook 
concerning ozone and the oxidation of 
terpenes and essential oils, he was led 
to the invention of “Sanitas,” and he 
was the founder of the Sanitas Co., Ltd. 
He was the author of several works 
dealing with chemical topics, including 
the well-known cyclopaedia which 
hears his name. 


R. J. Klatt 


R. J. Klatt, 52, secretary- 

treasurer of the Olo Soap 
Co., Beaver Dam, Wis., died at his 
home in that city July 28, as the result 
of a heart attack. Mr. Klatt was taken 
ill while playing golf and succumbed a 
short time later. 


95 





N the neighborhood of 

250 druggists and trav- 
elers, with their wives and friends, reg- 
istered at the Canadian Pharmaceutical 
Convention recently held in Victoria, 
B. C. A number of interesting subjects 
were under discussion, including 
“What is an Ethical Pharmacy?” an 
address by Fred Brown, Vancouver, 
owner of several drug stores operating 
under the name of the Capitol Phar- 
macy. 

Mr. Brown claimed that pharmacy 
has slipped a long way and is still slip- 
ping, urging that pharmacists see that 
their apprentices are well versed in 
the history of the profession so that 
the general ethics of the business may 
be improved. 

S. R. Balcom of Halifax was elected 
president. Other officers are: vice- 
president: H. M. Corbitt, Creemore, 
Ont.; honorary presidents: Miss Agnes 
Short, Saint John, N. B.; H. S. Tap- 
scott, Brantford, Ont.; E. A. Jolley, Re- 
gina, Sask.; J. H. Best, North Battle- 
ford, Sask.; J. F. Scott, Cranbrook, 
B. C.; R. Dagenais, Montreal; secre- 
tary-treasurer: Dr. B. J. Stanbury, To- 
ronto; chairman of the council; A. J. 
Wilkinson, Windsor, Ont. Executive 
committee: Fred Heath, Edmonton; 
W. J. Abell, Brampton, Ont.; E. A. 
Lapointe, Montreal. 

A banquet was arranged for the offi- 
cials and for fifty or more out-of-town 
members of the local Retail Druggists’ 
Association held in the Palliser Hotel. 


W. K. Buckley Vacations 

W. K. Buckley of Toronto, 

president of W. K. Buck- 
ley, Ltd., has been spending some time 
on the British Columbia coast. Follow- 
ing the convention of the Pharmaceuti- 
cal Association he went north to Camp- 
bell River to enjoy a spell of salmon 
fishing before returning to Vancouver. 


Hanna Joins Barton Co. 
Harold Hanna, for five 


years manager of the Tem- 
blyn Store, Windsor, Ont., recently re- 
signed to take up a position with Ralph 
W. Barton Co., Ltd., manufacturers’ 
representatives with headquarters at 
Toronto. 
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Potter & Moore Mgr. Returns 


A. Reddington - Samuels, 

general manager of Pot- 
ter & Moore Co. of Canada, recently re- 
turned from a trip to England. He states 
that last year the English company 
broke all sales records. He is enthusi- 
astic about the Canadian market as a 
result of present accomplishments and 
prospects for the future. Mr. Redding- 
ton-Samuels claims that more than 
3,000,000 jars of “Cremepact” were 
sold in England. This product, put up 
in an attractive novel glass jar with 
black bakelite cap and mirror, is also 
taking well in Canada. 

“They have been working on this in 
the laboratories for the past ten years,” 
he stated, “and every ingredient was 
carefully tested and analyzed by ex- 
perts.” 


R. W. Barton Visitis B. C. 

Ralph W. Barton, presi- 

dent of the Toronto com- 
pany bearing his name, recently paid 
a visit to British Columbia. During his 
stay, Mr. Barton flew to Victoria to 
spend a few hours meeting friends at 
the annual convention of the Canadian 
Pharmaceutical Association. 


Canadian Perfumers Play Golf 


The annual golf tourna- 

ment and outing of the 
Association of Canadian Perfumers and 
Manufacturers of Toilet Articles was 
held at Cedar Brook Golf club near 
Toronto September 13. The committee 
in charge was J. W. Paterson, Stan 
Beardmore, Fred R. McBrien, Percy 
Layton, and “Dud” Allen. 


Valvoline New Product 


The Valvoline Oil Co., 

Ltd., represented in Can- 
ada by Harold F. Ritchie and Co., To- 
ronto, has announced a product known 
as “Valvoline Hair Vigor.” Dealers are 
receiving, with each initial order of 12 
bottles, a reflector stage counter dis- 
play free of charge. The “Valvoline 
Hair Vigor” will have the same pro- 
tection through Valvoline policy of 
price maintenance and fair dealing as 
Valvoline petroleum jelly and other 
products by this company. 


Nt 


Canadian Patents and 


Trade Marks 

HE increasing international trade 

relations between the United States 
and Canada emphasize the importance 
of proper patent and trade mark pro- 
tection in both of these countries in 
order that the expansion of business 
may not be curtailed by legal difficul- 
ties. 

For the information of our readers, 
we are maintaining a department de- 
voted to patents and trade marks in 
Canada relating to the industries rep- 
resented by our publication. 

This report is compiled from the of- 
ficial records in the Canadian Patent 
Office. 

All inquiries relating to patents, 
trade marks, 
copyrights, etc., should be addressed to 


designs, registrations, 


THe AMERICAN PERFUMER 


Trade Marks Under Unfair 
Competition Act of 1932 


“Sir.” Perfumery, toilet and 
metics. Paul Peter Mulhens, trading as Eau 
De Cologne-& Parfumerie-Fabrik ‘“‘Glocken- 
gasse No, 4711” Gegenuber Der Pferdepost 
Von Ferd. Mulhens, Glockengasse, No. 22- 
28, Cologne on Rhine, Germany. 

“Hollywood.” Toilet Soap, Colgate-Palm- 
olive-Peet Co., Ltd., Toronto, Ont. 

“G-4.” Hair lotions and hair waving com- 
pounds. The Nestle-LeMur Co. (Canada) 
Ltd., Toronto, Ont. 

Design: Fantastic representation of the 
head and upper part of the body of a 
woman, with her face in profile and wearing 
an earring, upon her head a draped head 
covering and holding a bouquet in her right 
hand. Face and body creams, skin 
toilet waters, lotiéns, face powder, rouge, 
lipstick, etc. Hyman & Hyman, a corpora- 


tion of New York. 


soaps cos- 


tonics, 


Patents 


352,358. Deodorant applicator. Richard 
Hudnut, Ltd., Toronto, Ont., Canada, assig- 
nee of Edward E. Kallenbach, New York 
City. ° 

: Designs 

Design of a cosmetic container, with a cir- 
cumferentially corrugated surface having a 
bead at the base together with supporting 
feet therefor. Illinois Watch Case Co., Elgin, 
Til. 

Design of a cosmetic container, compris- 
ing a container mounted upon a base from 
which adjacent thereof a 
curved arm formed with a hinged joint, the 
arm being connected to a lid which rests 
upon the container. Illinois Watch Case Co., 


Elgin, Ill. 


rises one edge 
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Tue industry of 
branches—-the 


the 


all 
the 


public—hears more and more about 


its 
cosmetician, 


cosmetics in 


manufacturer, 


a curious thing called, “allergy.” 
Every skin disease in the factory, the 
shipping room; every failure of cos- 
metics from application; every re- 
action in the beauty shop is accredited 
to this thing called allergy. The 
physicians of the community who have 
an interest in the field of cosmetics, 
particularly in the failures of cos- 
metics, enters the ranks of anti-cos- 
metic adherents through their interest 
in allergy. The insurance companies 
who carry industrial insurance on em- 
ployees of cosmetic factories also ex- 
press an interest—a financial interest 
which is passed on to the manufac- 
turer through increased insurance cost 
—in allergy. 

Hence, allergy must interest you. 
No matter what phase of the industry 
of cosmetics concerns you, allergy is 
part of that business. If you have 
been fortunate until now, there is no 
assurance that this afternoon, or to- 
morrow, the word will not come up 
as an explanation to some situation 
in your work. 

What is allergy? 

There is no use going to the dic- 
tionaries. The dictionaries are not up 
The definitions they 
give are of the vintage of the compila- 
tion and may express the thought of 
allergy of a decade ago; or of only 


to the minute. 


three years ago; or possibly of a year 
ago. But, allergy is too new to have 
dictionaries, even medical dictionaries, 
give a clear, understandable definition. 
Further, no dictionary could afford 
the space necessary. For these rea- 
sons we omit the dictionary definitions. 
They are too difficult. 

We shall give a simple form of the 
definition of allergy—at least we hope 
that it is simple. 


September, 1935 


“ALLERGY” 








A Word of Growing Significance 
in Considering the Reactions of 
Certain Individuals to Cosmetics 


Allergy: a condition of hyper- 
sensitiveness to substances (in 
amounts) to which normal per- 
sons are not sensitive. 

You notice we avoid any reference 
to the mechanism of the allergy. We 
do not offer any idea as to what hap- 
pened once upon a time. We only 
say that allergy means that there exists 
a condition, a state of being, in which 
a substance, a small amount, perhaps, 
which would not affect everyday, 
ordinary, healthy, normal people 
causes perceptible or even violent 
change. And for those who want a 
definition of two words, we go back to 
the original concept of allergy— 

Allergy: altered reactivity. 

Let us give an example. Every day, 


¢ yes a 


iii 4 


ordinary, healthy, normal people can 
eat strawberries without any ill effect 
calling for notice. They can eat one 
strawberry or a box of berries. Or 
they can eat strawberry jam. They 
enjoy the strawberry flavor—they 
relish the strawberries. Now we come 
to the person who has allergy in so 
far as strawberries are concerned. 
They know that they have what they 
call a strawberry rash if they eat 
strawberries. They avoid strawberries. 
Wherever they go, they say—please, 
no strawberries for me. They do 
not eat strawberry ice cream, or straw- 
berry jam, or anything which contains 
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the fruit or the juice of the strawberry. 
But they go calling on a friend. They 
are given some wonderful food, and 


a delightful dessert. Nothing that 
looks like strawberry. They take a 
teaspoonful, and become violently ill. 
They have intestinal upsets—the skin 
becomes violently raised and red and 
itchy. They are poisoned by a straw- 
berry flavor in that dessert. The other 
guests are asking for more dessert. 
The person with allergy has been made 
ill by the very smallest amount of 
strawberry. That was an example of 
food allergy. 

We give you now another form of 
allergy. Hundreds of every day, 
ordinary, healthy, normal people go 
out into the fields of the country-side 
Typical dermatitis 
due to altered reac- 
tivity to skin and 
scalp applications- 
Dermatitis venenata 


nats 
ee 


Lip stick dermatitis. 
A rarity. Due usual- 
ly to altered reactiv- 
ity to pigment used 












Berlock dermatitis. Pig- 
mentation due to applica- 
tion of perfume to skin and 
subsequent exposure to 
Also called Per 


fume Dermatitis. 


sunlight. 


Poison ivy. Altered reactiv- 
ity to sap of poison ivy. 
Typical case. Notice eyes 
closed and swelling. If this 
man had been exposed to a 
the 


would appear the same. 


cosmetic, reaction 


to picnic. They have a wonderful day. 
They enjoy the fresh air, the sunshine 
—they have fun. But there are other 
people who apparently are also every 
day, healthy, normal people. They 
go out into the country. It is the time 
for the pollen to be flying around. 
It is August, we will say. The rag- 
weed is in pollen then. And _ that 
allergic person—that person who ap- 
pears normal and healthy cannot bear 
the slightest amount of the pollen of 
ragweed. He begins to sneeze. He 
has hay fever. There was a form of 
allergy which involved the respiratory 
system. 

But we are not through with the 
forms in which the allergy may make 
itself manifest. Every day, normal, 
healthy people can go out into the 
cold. They can hold a piece of ice 
in the palm of the hand or against the 
side of the face. But there are other 
people who appear to be every day, 
normal, healthy people who cannot do 
that. When they go out into the cold 
or hold a piece of ice in the palm of 
their hand or against the side of the 
face, the cold acts as a poison—as an 
irritant—and the cold effects that per- 
son very differently. The person 
allergic to cold has swellings of the 
body—his palm swells or the side of 
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the face becomes twice the size of the 
other side—the ice makes the body do 
that. We call that physical allergy. 

Certain chemicals which cause no 
reactions in normal, healthy, everyday 
people in any amount have the power 
to cause the most violent reactions in 
other people. These chemicals 
found in every day life. They are 
found in the field of the cosmetician. 
Thousands of people have their hair 
dyed. We will also say that thou- 
sands, if not hundreds of thousands, 
have been wearing furs dyed with the 
same type chemical as is used in many 
popular hair dyes. By and large, 
these thousands and thousands of 
people have never found any unfor- 
tunate reactions following the use of 
hair dye or of fur dye. 
once in a while, some woman or man, 
for that matter, who has had hair 
dyed with this chemical or who wears 
a fur which had been dyed with it, 
reacts in a very violent manner. The 
result is hair dye dermatitis and hair 
dye intoxication. 

We have chosen to speak of hair 
dye chemicals—we could just as easily 
have used an illustration from the 
chemicals used in lip stick. Although, 
truth to tell, of thousands of women 
examined in the past ten years for 
skin diseases, I have found but two 
who proved to have any skin erup- 
tion due to sensitivity to the dyes of 
lipstick. 

If you glance at the preceding para- 
graphs, you will note that we have 
given examples of sensitivity or hyper- 
sensitivity or allergy from food, from 
pollens, from cold, from chemicals. 

We must now introduce you to 
another name. You must understand 
that the strawberry, the pollen, the ice, 
the hair dye must have contained some- 
thing which caused the effect it did. 
It must have been something which 
generated the allergy. The name for 
that is allergen—allergy-generating. 


are 


Yet, every 


We must explain something else. 
The allergens exist in the strawberries, 
but only some few people suffer with 
a rash after eating strawberries. The 
allergens of hair dye exist in the chem- 
ical, but only a few persons react to 
its application. Why do not all per- 
sons who eat strawberries have a straw- 
berry rash—why do not all persons 
who have hair dye applied or who wear 
a dyed furpiece suffer with hair dye 
poisoning ? 

We must assume that all people are 
not the same. There are blue-eyed 
people and brown-eyed people. The 
forebears of each of us determines 
what the color of our eyes must be. 
So, we believe that our forebears— 
our fathers and grandfathers—way, 
way back determined for us whether 
we could eat strawberries without suf- 
fering. Or it may have been some- 
body in mother’s family who couldn't 
eat strawberries. We suppose that the 
underlying, fundamental, basic cause 
of allergy lies in the person as an in- 
herited predisposition. 

That word predisposition is not so 
easy either. We might be predis- 
posed to poisoning by strawberries and 
live in a part of the world where they 
never used strawberries or anything 
We would 


made with strawberries. 


never know about that predisposition. 
There would be no exciting factor. 
The modern dynamite stick has the 


predisposition to explode with great 
force, but requires the exciting cause 
of the fulminating cap. The dynamite 
stick could lie around harmless unless 
the shock of the firing cap brought 
it to your attention by blowing up the 
So, there 
may be the predisposition—there may 
be the sensitivity—there may be the 
altered reaction 
ing cause came into contact with the 


road in front of your house. 


but unless the excit- 


allergic person, nothing would happen. 

When the study of allergy 
young, and that is not so long ago, 
it was believed that only protein sub- 
That 
meant that only protein substances 
could be allergens or allergy gener- 
ating. 


was 


stances could induce allergy. 


For this reason, allergy once 
had a simple name—protein sensitiza- 
tion. In the preliminary animal ex- 
perimental work, the allergens used 
were proteins. But, it was 
learned that non-protein substances 
also could generate allergy. Simple 
non-protein chemicals were found to 


be allergy generating. And variants 


soon 
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of carbohydrates as found in bacteria 
and fungi were likewise found to 
generate allergy. For this reason, the 
term, the name, and the concept of 
protein sensitization has been replaced 
by the term, the name, and the con- 
cept of allergy. 

There are observers who are not 
willing altogether to give up the pro- 
tein basis of allergy. They offer the 
idea that the reason non-protein chem- 
icals and non-protein fractions of bac- 
teria and fungi produce allergy is 
because these non-protein quotients be- 
come linked with the protein of the 
body. The combination of body pro- 
tein and the non-protein of the offend- 
ing substance acts as an allergen. This 
may be a good explanation if the pro- 
tein sensitization theory is the proper 
one, 

There is still another possibility 
through the chemistry of histamine 
and histamine-like substances. Hista- 
mine is intimately connected with the 
cells of the body. According to Harris, 
this substance is six times as prevalent 
in the epidermal layer of the skin as 
in the deeper layers. According to 
other studies, it is inactive while in 
the cell, but intensely active when re- 
leased from the cell into the tissue 
juices. 

Now we must go back a little bit 
and review a few of the statements we 
have made. Early we told you about 
examples of sensitivity or hypersensi- 
tivity or allergy from food, from pol- 
lens, from cold, from chemicals. 

Then we told you that there may 
be predisposition—there may be sensi- 
tivity—there may be altered reaction 
—but unless the exciting cause came 
into contact with the allergic person, 
nothing would happen. 

We will hook up these two state- 
ments. The food must come in touch 
with the allergic person through con- 
tact. The allergic person who gives 
an altered reaction to strawberries 
must eat those strawberries—must 
come in touch with the strawberries 
through contact with the alimentary 
tract. The person who gives an altered 
reaction to pollen must come in con- 
tact with the pollen to which he is 
sensitive through the respiratory tract. 
And so we could go on showing that 
there must be contact. 

Hence, by and large, whether the 
contact is by way of the intestines, the 
bronchi or the lungs, the skin or 
mucous membranes—allergens work 
by contact. Despite this obvious 
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generality, the term “contact allergens” 
is most frequently used to mean those 
allergens which manifest themselves 
on contact with the skin. And for the 
most part, the type of allergy we meet 
with in cosmetic work belongs to the 
group listed under the special re- 
stricted term of contact allergens. We 
must give ourselves a little leeway 
in this definition. There are contact 
allergens—those which operate by 
contact with the skin through cosmetic 
application—which also operate by 
contact with the respiratory tract. 
Orris root has the reputation of caus- 
an altered reaction either by contact 
with the respiratory tract leading to 
asthma-like attacks or by contact with 
the skin, causing skin eruptions which 
go by the name of dermatitis. 

When the concept of allergy is first 
brought to the attention of groups of 
people, the question is often asked, 
“How many people are there who are 
allergic?” It is a difficult question 
to answer satisfactorily. Probably the 
answer which comes nearest the truth 
is the one which I give. It is not 
possible to find a person who is not 
sensitive to some one thing at some 
one time. Let me explain. I am a 
healthy person. I have been passed 
by life insurance companies. I handle 
cosmetics; eat the kinds of food which 
I like (perhaps the kind I don’t like 
would find me allergic to them) ; and 
for many years boasted that I was not 
sensitive to anything with which I 
came in contact. I go out in all kinds 
of weather. All year around, I do the 
things I do, meeting people, living a 
fairly active existence, and being free 
of symptoms of allergy. Among other 
things I enjoy is perfume. Both at 
home, in the office, and at the gym- 
nasium, I keep varieties of perfume. 
For some years, I have kept three 
types—each suits some different mood, 
fits the hour or something. For more 
years than I care to retell, I have used 
these three perfumes freely as a man 
does and from imitation of the late 
Dr. Fred Mason, I use perfume direct- 
ly on the skin, usually on the eleva- 
tion over the thumb on the back of the 
hand. 

At no time during the years have 
I ever suffered any irritation. There 
was never any sign whatsoever that 
the application of the perfumes (no 
matter in what order I applied them) 
caused any reaction of the skin at 
the site of application. But, one 
evening, the application of the per 





fume from one of the bottles caused 
a feeling of severe irritation. I found 
that I was scratching, and within a 
few minutes, that area of skin to which 
I had just applied the perfume was 
covered with small blisters. In a few 
minutes more, the fluid from these 
blisters had exuded from them and 
the itching ceased. I waited a few 
days, and tried again. The series of 
events as related above followed. Had 
] become sensitive to that old standby 
perfume? I waited again, and used 
the same perfume from a different 
bottle. Applied to the same area of 
skin, the perfume of the same type 
from another bottle did not cause any 
irritation. 

What had happened? I thought that 
the maid in our home had done a sub- 
stitution act or a dilution act with 
some other variety of perfume. That 
would be a confession that my nose 
didn’t tell me before I made the appli- 
cation. Another theory advanced was 
that the perfume had become concen- 
trated through evaporation of the 
alcoholic diluent. Here was an in- 
stance in which I made repeated appli- 
cations with the same result with one 
sample of a perfume to which I hadn’t 
previously been sensitive, and other 
samples of the same perfume did not 
cause sensitivity. In other words, [| 
found that I was allergic—allergic to 
a concentrate of a favorite perfume! 

I will give another example of the 
difficulty of estimating the number of 
persons who are allergic. A woman 
goes through life feeling thoroughly 
well. She passes all kinds of physical 
examinations to get a job. She is a 
perfect specimen. All the other em- 
ployees envy her. But one afternoon, 
she is needed in another department 
of the plant where she is employed. 
She goes into a new department and 
takes her place on a different assembly 
line. She handles packages which 
come from the labeling machine, let 
us say. Within a few hours, she is a 
physical wreck. Her skin 
flamed. Her hands are swollen. 
can hardly breathe. Her eyes 
closed by swollen lids. She has nausea. 
She has to be carried to the rest room. 
All the other women in that line con- 
tinue to work. Our healthy woman 
was sensitive to some ingredient of 
the label, the print on the label, the 
adhesive used, the material of the pro- 
tective cap. She was made violently 
ill. 


Every once in a while you read 


is 


are 





99 








about a stick of dynamine which was 
accidentally exploded without a ful- 

Somebody playfully 
hit the stick of 
hammer. It exploded. 


minating cap. 
foolishly 


with a 


and dyna- 
mite 
So with our allergy. A person who 
is allergic requires a fulminating cap 


But 
as the stick of dynamite will explode 


needs an exciting cause. just 
with the fulminating cap, with the 
blow of the the 
wheels of a railroad train, so the aller- 


hammer, or under 


gic person will explode with more 


than one exciting cause. A _ person 


may be allergic to from one to 50 or 
The 


same person may be sensitive or aller- 


even more food proteins. very 
gic to the pollens and dusts which 
enter the body through the respira- 
tory tract. And the very same person 


may be sensitive or allergic to the 
chemicals. 


But, if a 


hypersensitiveness, does it mean that 


person is not born with 


he cannot become hypersensitive to 
any substance? Must allergy be in- 
herited ? 
a natural acquired sensitiveness. It 


The answer is that there is 
comes on sometime during life through 
the 
millions of substances which we meet 


contact with one or another of 
with during our everyday existence. 
So, you and I know people who work 
with hair dye, let us say, for years. 
They are good operators. They never 
have any trouble. Without any change 
in the composition of the dye they 
use, or without any change in the 
manner of its application, these people 
suddenly find that they cannot work 
with the hair dye. They have become 
sensitive to it. The slightest amount 
of the which their 
skin excites a violent reaction. They 


They have 


hair dye reaches 
have acquired sensitivity. 
become allergic. 

We must tell you something else. 
4 person may be sensitive to but one 
We go back to the person 
lobster in form. 


But that same person may be insensi- 


substance. 
who can’t eat any 
tive to a large group of similar foods. 
We have heard people say, “No shell 
fish for me! It 
fresh it is. 
shell fish, or any fish for that matter.” 
This is an example of allergy to a 
froup of foods or of food, 
namely, sea food. 


We will tell 


A person may be sensitive to a chemi- 


makes no difference 


how I just can’t eat any 


forms 


you another feature. 
eal, let us say a hair dye chemical 
of the general group of the para- 
No 


phenylenediamine type. matter 
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how small the amount of this dye to 
reach her skin, the reaction is violent. 
But, other but 
not exactly the same composition may 
This 


type of sensitivity is specific sensitivity. 


hair dyes of similar 


be used without any reaction. 

There are women who react to only 
one type of permanent wave fluid. If 
they have their permanent in a shop 
which uses the type of fluid to which 
they are sensitive, the skin of the scalp 
and areas of skin close to the scalp 
become itchy, scaly, and the patron 
complains. She goes to another shop 


next time—a shop which uses a dif- 
ferent brand of permanent wave fluid 
involving different ingredients — and 
she is free from the unpleasant symp- 
toms. 

A little detective work on my 
solved an interesting skin case which 
I will briefly relate. \ patient of 
mine always had his barber apply a 
Whenever this 


my patient's 


part 


certain scalp tonic. 
barber applied the tonic, 
face would swell, be itchy, and scale. 
If he went to another barber and had 
the 
symptoms did not follow. 
that 


tonic applied, these 
Our de- 


his regu- 


same hai 
disclosed 
the 
used bootleg = alp tonic to 


tective work 


lar barber patronized 
regularly 
which my patient was sensitive. 

The person who has allergy—an 


altered reaction—to one or another 
definite o1 specific substance is likely 
to other 
that this 


altered reactivity is not recognized for 


to have an altered reaction 


substances. It may well be 


what it is. Thus, the periodic tear- 
ing of the eyes, itching of the eyelids, 
running nose, periodic headache, 
nervous digestive symptoms, may each 
or together point to the presence of 
Or, the 


may well know that he or she, or some 


altered reactivity. person 


close relative has one or another of 
the 
The 


urticaria or 


recognized allergic conditions. 


asthma, 
child- 
itch- 


ing may be taken as an indication 


presence of hay fever, 


hives, eczema in 
hood, chronic skin irritation, or 
as a sign post—of allergy. 


These associated conditions found 


in a suspected allergic person, or a 
person in whom any opportunity for 
allergic reactions may be expected are 
very important. For example, the em- 
ployment office of a manufacturer of 
chemical cosmetics should enquire of 
applicants for positions in the factory, 
of any of these associated clinical con- 
ditions. Those who give a history that 
they suffer with hay fever, or that as 


a child had skin eruptions diagnosed 
as eczema, should be employed in 
those departments which do not deal 
with the chemicals. If the employee 
is considered for work in those divi- 
sions requiring contact with chemicals, 
or if new chemicals are brought into 
the 
already engaged on chemical work, it 


factory where employees are 
would be a feasible suggestion to make 
learn if the 


would be irritating to old workers, or 


tests to new chemical 
whether the prospective new worker 
is sensitive to the old chemicals. Cer- 
tainly, any employee who gives indi- 


skin 


actions which could be due to sensi- 


cations of lesions, or other re- 


tivity, should be tested. It is a 
responsibility on the factory manager. 
It is a health preserving measure. It 
ultimately saves money by reduced 
labor turnover and equitable compen- 
rates. 


sation insurance 


In his concluding installment, 
Dr. Goodman tells 


manufacturer 


month, 
the 
can protect himself and his pa- 


next 
hou cosmetic 
trons from the difficulties and 


dangers of allergic reactions. 


Essential Oils In India 


The production and manufacture in 
significant quantities of the following 
evsential oils is carried on in Mysore 
and in the Nilgiris and West Coast 
districts of this 
wood oil; patchouli oil; geranium oil; 


Presidency: sandal- 
lemon-grass oil, and eucalyptus oil. 
During the official year 1932-33, the 
most for 
available, the Madras Presidency pro- 
duced and exported 43,098 gallons of 


recent which statistics are 


lemon-grass oil, of which 16,726 were 
shipped to the United States and 10,- 
654 to the United Kingdom. Sandal- 
wood oil is the only other essential oil 
produced with a small exportable sur- 
plus. This surplus dwindled from 1572 
gallons in 1931-32 to 32 in 1932- 
33. Apparently there is sufficient raw 
material for practically an unlimited 
expansion of the soap industry, espe- 
cially of peanut, coconut, cashew shell 
and other oils. However, the amount 
of toilet soap manufactured in South 
India is easily absorbed by domestic 
consumption and an amount valued at 
approximately $290,000 is required 
from foreign sources. (Vice Consul 


Leland C. Altaffer, Madras.) 
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IMPROVING PRODUCTION 


With this issue we introduce a 
new department for plant man- 
agers and production men. Pre- 
pared by an authority it will present 
constructive ideas forimprovement 
of plant and factory practice. We 
urge readers to criticise, ask ques- 
tions, or comment on the material, 
and especially to furnish contribu- 
tions trom their own experience. 


CLIP vs. NO CLIP (Clipless) TUBES 

Earlier there was some criticism of 
the clipless tube because it would not 
withstand the pressure a 
clipped tube would. Today the con- 
dition is reversed and all tests have 
proven the clipless fully as strong or 
actually stronger than the tube closed 


Most tube fillers require 
9 


similar 


with a clip. 
that the tube be %o in. longer for 
the added folds. Based on a 50c tin 
market the added cost is 7c per gross 
for 1 in. tubes, 8c for 114% in., 9c for 
14 in. and lle per gross for 1% in. 
diameter tubes. 

A good practice is to have the base 
decorating color applied to the very 
end of the tube. The coating gives 
added rigidity to the fold. By making 
the end a different but harmonizing 
color, a novel, pleasing effect on the 
completed tube can be obtained. 


WHY MAKE IT? 


Manufacturers of have 
been observed to make their own set- 
up boxes, grind in their glass stoppers, 
decorate collapsible tubes, imprint 
their own labels, further grind their 
talc, make the soap for use in tooth 
pastes, etc., etc. 
frequently admit that it is just so much 
added grief. 

Those contemplating so doing are 
probably motivated by the thought 
that they will be saving money, elimi- 
nating excessive delivery 
irregular uncertain deliveries. Like 
any promotional scheme, it looks 
beautiful on paper but the actuality 


cosmetics 


Those so doing will 


costs or 
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is usually something quite different. 

This writer’s father ran his own 
cooper shop to manufacture barrels 
for his own use. This was not by 
choice but because empty barrels could 
not be economically shipped. Today 
even empty barrels can be shipped by 
knocking down one end and “nesting.” 
The attendant grief is at an end. This 
writer then learned quite early that 
it is usually best to let the specialists 
make the specialties. 


ADHESIVES 


With a constantly increasing num- 
ber of materials used in packaging 
operations the necessity for the proper 
adhesive for each becomes of more 
consequence. Then, the 
stantly faster speeds of certain oper- 
ations such as labeling and cartoning 
calls not only for a satisfactory ulti- 
mate adhesion but a quick one—a high 
initial tackiness. 

For one job, a horseshoe shaped 
label with a heavy gold border that 
was prone to lift, resort was made to 
a foundryman’s binder. It 
worked, so was employed in spite of 
its offensive odor. 


too, con- 


core 


labels on gummed stock 
absurd than thinning car- 
ton sealing glue to affix them when 
entirely satisfactory silicate was right 
at hand and used in sealing the ship- 
ping cartons. Yet this sort of thing 
has been observed. 

The best adhesive is a small item 
of packaging expense and makeshifts 
and substitutes should not be tolerated. 
Reliable adhesive manufacturers stand 
ever ready to solve any adhesive or 


Shipping 
is no more 


gluing problems and then guarantee 
their recommendations to do the job 
and go out and withstand heat, cold, 
and humidity indefinitely. 


MILLED vs. UNMILLED 
TOOTH PASTES 


Much tooth paste is milled either 
on an ointment mill or a three roll 
paint mill that need not be milled at 
all. Often tooth paste made on a 
change can or Brighton mixer with 


By RALPH H. AUCH, A. B., Ch. E. 


subsequent milling can be made in a 
dough kneader or soap amalgamator 
ready for the tube. Usually the 
change in mixing equipment involves 
not only elimination of the milling 
operation but an increase in the batch 
size as well. Each results in a nice 
saving. 

The only change in formulation 
ordinarily required is to thin the body 
somewhat, since milling, which invari- 
ably thins the paste, is dispensed with. 
That milling eliminates air and makes 
a denser paste is often only a myth. 
The specific gravity of some pastes is 
actually higher before than after mill- 
ing. Obviously tooth paste contain- 
ing soap involves more experimental 
work than either the magnesia or the 
slightly acid types. 


ANTI-COUNTERFEITS 

Whatever else, good and bad, can 
be said about the liquor industry, it 
has brought a veritable flood of pilfer- 
proof bottle seals. 

Why get concerned about any iso- 
lated cases of meddling? Well, here 
is some fragmentary evidence. When 
the constricted bottle the 
called sprinkler top, came out it 
cramped the barber’s style. Often he 
sat with a bottle of cheap tonic or hair 
dressing and laboriously transferred 
it with the aid of a medicine dropper 
to the nationally advertised, more ex- 
pensive container. Many a druggist 
will attest that he has had customers 
consume most of the soda or other 
soft drink, then catch a fly, put it in 
the almost empty glass and demand 


neck, 


so- 


a refund. As an assistant superinten- 
dent of one of the largest chains, 
this writer has observed all manner 
of almost unbelievable irregularities. 

But why go on? 
torious types of tell-tale seals have 
become available and warrant serious 
consideration. One manufacturer alone 
offers six types. A sales story properly 
handled should return any added cost 
many times over in added sales and 
consumer confidence, should there be 


any added cost in the first place. 


Innumerable meri- 


10] 





selves of this service. 


permits. 


the industry 


Answers will be published as rap- 


We shall be glad te reply promptly by mail te 


any reader whe will enclose a self addressed envelope with his query. 


1.-TAXABILITY OF CONTAINERS 


Q. We would appreciate your advising 
us whether the new ruling on taxability 
of containers will be applied on trans- 
actions back to the beginning of the ex- 
cise tax. If this is the case, it will be a 
tremendous blow to many manufac- 


turers.—L. H. S., Chicago. 


A. Inasmuch as manufacturers were 
operating in good faith on a definite 
and formal ruling up until the new 
regulation was promulgated, there can 
be no question of “back taxes” on con- 
tainers. Should any minor official at- 
tempt to make such assessment, we 
would appreciate your advising us im- 
mediately. 


2.-“MASCARO” AND MASCARA 


Q. Can you tell me whether the words 
“Mascaro” and “Mascara,” applying 
to eyelash preparations, have been reg- 
istered in the Patent Office?—M. T. L., 
St. Louis. 


A. The word “Mascaro” is a trade 
mark registered in 1911 by a well- 
known house. The word “Mascara” is 
a generic term found in the dictionary 
and defined as a “coloring matter for 
the eyelashes and eyebrows.” Several 
companies have used it, and it is not 
subject to registration as applied to this 
particular type of product. 


5.-VANISHING CREAMS 


Q. We are regular readers of your 
journal and are interested in a type for- 
mula for a vanishing cream. Is glycer- 
ine a necessary ingredient? How can 
we make our cream pearly ?—G. R. M., 
Detroit. 


A. It is difficult to give a type formula 
for vanishing cream, but such a for- 
mula has been printed in this journal 
in the past, by M. G. deNavarre in his 
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column “Desiderata.” See this journal, 
Vol. XXIX, 1934, p. 326. In case you 
haven't this, we reprint the data. 
“Stearic acid from 20 to 25%; glycer- 
ine from 5 to 10%; potassium hy- 
droxide about 1%; water 65 to 70%; 
perfume 14%. Usually two alkalis are 
used. Mix 10% sodium hydroxide with 
90% potassium hydroxide. This alkali 
mixture gives better results than potas- 
sium hydroxide alone. The amount of 
alkali indicated saponifies about 20% 
of the fatty acid.” 


4.-MEANING OF “@.S.” 


Q. In so many of the formulas pub- 
lished the therm “q.s.” is used in the 
quantity of the last ingredient. What 
does this mean?—J. J., New York. 


A. This is the abbreviation of a Latin 
term meaning a sufficient quantity. 
Thus if the formula reads, water q.s. 
100 parts, it means that a sufficient 
quantity of water is to be used to make 
100 parts of finished product. 


5.-CORROSION OF TOOTH PASTE 
TUBES 


Q. We are having trouble with cor- 
rosion of our tubes of milk of magnesia 
tooth paste. How can we stop this? We 
have been constant readers of your in- 
teresting journal and have never seen 
this topic discussed. Any information 


you give us will be much appreciated. 
—T.S.S., Chicago. 


A. This phenomenon is well known by 
all manufacturers of tooth paste, par- 
ticularly the milk of magnesia type. 
Just what is the causative agent is dif- 
ficult to say. Some believe that it is due 
to minute particles of iron which find 
their way into the paste during manu- 
facture. These iron particles come into 
close contact with the wall of the tin 
tube and set up galvanic currents, slow- 


ly causing the tin tube to dissolve. 
Others have found that the tubes cor- 
rode quicker where they are bent or 
dented. Some manufacturers of tubes 
coat the inside of the tube with a spe- 
cial varnish and this is one way out. 
However, some of the people we have 
talked to find that by excluding water 
from their paste they have overcome 
the difficulty. Try this and let us know 
what your results are. 


6.-COW CREAM IN COSMETICS 
Q. We have a client interested in mar- 
keting acosmetic containing cow cream, 
and ask you to prepare a formula 
adaptable for this purpose. Please also 
include estimates on the cost of manu- 
facturing and kinds and amount of 


equiment necessary to handle the prod- 
uct.—R. N.C., Memphis. 


A. We note from your letter head that 
your major is distribution rather than 
manufacturing. So we suggest that you 
contact a manufacturer already equip- 
ped, and well, to do this work for you. 
As for a formula for incorporating the 
cow cream, we suggest that you try an 
oxycholestrin base of some type, using 
equal parts of cow cream and base. If 
the consistency is not right you might 
add a small amount of ceresin or other 
wax. Suppliers of oxycholestrin base 
advertise in this journal. You will have 
to add a preservative to this cream to 
prevent it from souring. 


7.-GLYCERITE OF STARCH 


Q. We have been taking your maga- 
zine for almost ten years, and found it 
very interesting and instructive read- 
ing. Ina recent issue an article appear- 
ed on tooth paste manufacture, in which 
glycerite of starch was mentioned as an 
ingredient of a magnesia tooth paste. 
Is this all right to use, and how is it 
made ?—B. H., St. Louis. 


A. Dr. Thomssen, author of this article, 
has made quite a study of tooth paste, 
including milk of magnesia tooth 
paste. If he suggests its use you can be 
assured it is all right. We know of at 
least one well known brand, highly ad- 
vertised, that uses this material. You 
can find a method for making Glycerite 
of Starch in U.S.P., X., p. 181. The 
formula includes starch, water and 
glycerine made by a special process. If 
this product is too lumpy or hard, you 
can increase the amount of glycerine a 
bit, and cut the same amount out of the 
tooth paste formula you are using. 


The American Perfumer 





NEW COMPANIES 


Ar-Ex Cosmetics, Inc., Suite 1310, 
100 West Monroe street, Chicago, IIl., 
cosmetics, 500 shares par value com- 
mon. Incorporators: Carl Alpern, 
Morey B. Lasky and Sophie Scholl. 
Filed by Simon H. Alster, Friedman, 
Schimberg and Alster, Suite 1310, 100 
West Monroe street, Chicago. 

Cissco Service Corp., New York, cos- 
metigraphs and devices used in the 
manufacture, sales and distribution of 
cosmetics, $10,000. Filed by Samuel 
J. Schwartzman, 220 West 42nd street, 
New York. 

Cosmetigraph Products, Inc., New 
York, powders, rouges, and creams, 
$10,000. Filed by Samuel J. Schwartz- 
man, 220 W. 42nd street, New York. 

Du Barry’s Cosmetics, Ltd., 1113-17 
North Franklin street, Chicago, cos- 
metics, medicines, pharmaceuticals, 
200 shares of no par value. Incorpo- 
rators: Joseph W. Greenberg, Benja- 
min Maltz and Florence M. Reingold. 
Filed by Harold J. Green, 33 North La 
Salle street, Chicago. 

Elizabeth Adams Creams, 14098 
Gratiot avenue, Detroit, cosmetics. Or- 
ganized by Adam J. Gasse. 

Grover Laboratories, Inc., New York, 
cosmetics, $20,000. Filed by B. Rob- 
bins, 25 Warren street, New York. 

Jardiniere, Inc., New York, cos- 
metics, 50 shares no par value. Filed 
by Geo. Copeland, 32 Broadway, New 
York. 

Jolie Cosmetics Corp., The, New 
York, soaps, toilet supplies, dyes and 
chemicals, 100 shares no par value. 
Filed by David M. Schwartz, 261 Broad- 
way, New York. 


La Fee Perfume Corp., New York, 
cosmetics, 100 shares no par value. 
Filed by Irving D. Neustein, 559 West 
156th street, New York. 

Loeser Perfume Corp., New York, 
cosmetics, 100 shares no par value. 
Filed by Irving D. Neustein, 270 
Broadway, New York. 

Miracle Cosmetics, Inc., San Anto- 
nio, Tex., cosmetics, $5,000. Incor- 
porators: M. Horwits, L. J. Warner 
and C. W. Payne. 

Parfum L’Orle, Inc., New York, cos- 
metics, 200 shares no par value. Filed 
by Rosenblum & Sommer, 2 W. 45th 
street, New York. 

Polak & Schwarz, Inc., New York, 
flavoring extracts, $10,000. Filed by 
Albany Service Co., 315 Broadway, 
New York. 

Ries Hamly, Inc., 9021 Linwood 
avenue, Detroit, cosmetics. Organized 
by Arthur Ries and Percy H. Hamly. 

Jean Vivaudou Co., Inc., New York, 
cosmetics, $5,000. Filed by Jean Vi- 
vaudou, 135 West 20th street, New 
York. 

Vitalized Cosmetic Products Co.., 
257 West Utica street, Buffalo, N. Y.. 
cosmetic products. Organizers: B. Ep- 
stein and P. Epstein. 

Vogue Pine Co., Buffalo, N. Y., hair 
tonics and lotions, $25.000. Incorpo- 
rators: Archibald G. Smith and Ethel 
M. Smith of Buffalo, N. Y., and Jacob 
Behrens of New York City. 

X-Alto Products, Inc., New York, 
cosmetics, face powders and creams, 
druggists, 150 shares preferred stock, 
5000 shares common stock. Filed by 
Kotzen, Mann & Siegel, 51 Chambers 
street, New York. 


CIRCULARS, PRICE LISTS, etc. 


(| Fritrzscue Brotuers, Inc., New 
York. Wholesale Price List, Septem- 
ber, 1935. 


Regular monthly price list of flower es- 
sences and concretes, aromatic chemical 
preparations, colors, essential oils, fla- 
vors, floral waters, compounded per- 
fume bases, synthetic flower oils, and 
other materials used by manufacturers 
of perfumes and toilet preparations. 


(_) Givaupan - DeLawanna, INc., NEw 
York. The Givaudanian, August, 1935. 
Regular monthly house organ contain- 
ing news and articles of interest to the 
trade, one of particular interest being 
“Do Cosmetics Encroach on Medical 
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Domain?” A special order blank for a 
few of the company’s products is en- 
closed. 


[] L. SonneEBORN Sons, INc., NEw 
York. White Mineral Oil and Petroll- 
atum in Pharmaceutical and Cosmetic 
Practice. 


Reprint of an article by Dr. Erich 
Meyer, of the company’s Department of 
Industrial Research, which appeared in 
the April, 1935, issue of Journal of the 
American Pharmaceutical Association. 
Copies of the reprint may be secured 
upon application to the company. 


[-) FLavorinc Extract MANUFACTUR- 
ERS ASSOCIATION OF THE UNITED 


States. Proceedings, Twenty-sixth An- 
nual Convention. 


Complete proceedings of the conven- 
tion held June 3, 4 and 5, 1935, at the 
Lake Shore Athletic Club, Chicago. 
Copies may be obtained upon applica- 
tion to the secretary, E. L. Brendlinger, 
Norristown, Pa. 


| N. V. CaemiscHe Faspriek “NaAar- 
DEN,” NAARDEN, HOLLAND. Price List, 
August-September, 1935. 

Sixteen-page catalog giving prices of 
essential synthetic perfumes, 
flower compounds, flower oils, resin- 
oids, balsams, soap compounds, fixing 
agents, glycerine, etc. It is illustrated 
with photographs of various floral 
plants and also views of the interior of 
the Naarden plant showing varied types 
of equipment. 


oils, 


[-] HarPer Metuop, INnc., ROCHESTER, 
N. Y. Harper Method Progress, Sep- 
tember, 1935. 

This little magazine for owners of 
Harper shops outlines several beauty 
and hair treatments and discusses the 
activities of the various shops. It is 
illustrated with photographs of Harper 
products, for which prices and descrip- 
tions are given. 


[]Tu. GotpscHmipt Corp., New 
York. “Cream and Ointment Bases 
for Soapless, Neutral and Acid Emul- 
sions.” 

Folder giving description, formulae, 
and procedure for manufacturing 
cream and ointment bases by the use 
of the company’s products. 


[} Or, Paint anp Druc Reporter, 
New York. Green Book Who’s Who 
Directory, 1935-1936. 


Twenty-third annual directory for 
buyers and sellers in the chemical dye- 
stuff, drug, paint, oil, fertilizer and 
related industries. The directory is 
divided into two sections, the first giv- 
ing sources of supply for all raw 
materials, and the second devoted to 
apparatus, machinery, equipment and 
supplies. 


[] THe Inptan Soap Journar, CAL- 
cuTTa, INpIA. Anniversary Number, 
July, 1935. 

This journal is the organ of the All- 
India Soap Makers Association, and 
the July issue marks the beginning of 
its second year. The magazine has been 
very well received by soap manufac- 
turers in India, and we wish it many 
more years of successful publication. 
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Conducted by Howard S. Neiman 


Tuis department is conducted under 
the general supervision of Howard 
S. Neiman, contributing editor on pat- 
ents and trade marks. This report of 
patents, trade marks, designs is com- 
piled from the official records of the 
Patent Office in Washington, D. C. We 
include everything relating to the four 
co-ordinate branches of the essential 
oil industry, viz.: Perfumes, Soaps, 
Flavoring Extracts and Toilet Prepa- 
rations. 

Of the trade marks listed those 
whose numbers are preceded by the let- 
ter “M” have been granted registra- 
tions under the Act of March 19, 1920, 


Trade Mark Registration 
Applied for 
(Act of Feb..20, 1905) 


These registrations are subject to opposi- 
tion within thirty days after their publica- 
tion in the Official Gazette of the United 
States Patent Office. It is therefore suggested 
that our Patent and Trade Mark Department 
be consulted relative to the possibility of an 
opposition proceeding. 

352,351.—“Citra.” Citra Inc., Redland, Fla. 
(Mar. 5, 1934.)—Astringents, facial cleans- 
ing creams, skin lotions, manicure prepara- 
tions, etc. 

353,832.—“‘*Happy Chin.” Edward W. Za- 
bel, doing business as Happy Chin Co., Chi- 
cago, Ill. (June 11, 1934.)—Shaving cream. 

357,546.—“Rolair.” Dearling, Inc., New 
York, N. Y. (Sept. 19, 1934.) —Perfume and 
deodorizing liquid containers, made of base 
metal and sold to the trade empty. 

361,026.—“Claro The Perfect Hair Re- 
mover.” Joseph Ferdinand Przybysz, doing 
business as Sainte Claire Labs., South Bend, 
Ind. (Nov. 13, 1934.)—Liquid hair remover. 

361,063.—*Willow.” San-Nap-Pak Mfg. Co. 
Inc., New York. (Nov. 1, 1934.)—Cleansing 
tissue. 

361,721.—See Illustration. Lawrence Rich- 
ard Bruce, Inc., doing business as “Mury” 
and “Clairol, Inc.,” New York. (April, 
1932.)—Hair dye, ha*r washes, shampoo and 
hair dye removers. 

361,763.—See Illustration. Alice Pascanet, 
Paris, France. (Aug. 9, 1934.) —Toilet cream, 
face powder, perfume, toilet powder, toilet 
rouge, toilet water, cologne, astringent, etc. 

363,136.—*Mme. Boyd’s From The Beauty 
Shop.” Zollie Duane Boyd, doing business as 
Mme. Boyd Labs., Houston, Tex. (Jan. 3, 
1934.) —Hair oil, pomade, hair grower, hair 
tonic, and waving fluid. 

363,836.—‘La Minaudiere.” Van Cleef & 
Arpels, Paris, France. (1934.)—Vanity cases 
made of precious metals. 
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The remainder are those applied for 
under Act of February 20, 1905, and 
which have been passed to publication. 

Inventions patented are designated 
by the letter “D.” 

International trade marks granted 
registration are designated by letter 
oy 

All inquiries relating to patents, 
trade marks, designs, registrations, 
copyrights, etc., should be addressed to 


PATENT AND TRADE MARK 
DEPARTMENT 


The American Perfumer, 9 East 38th 
St., New York City. 


364,148, 364,149.—“Troika.” Paul Peter 
Mulhens, doing business as Eau de Cologne- 
& Parfumerie - Fabrik “Glockengasse No. 
4711” Gegenuber der Pferedepost von Ferd. 
Mulhens, Cologne, Germany. (June 21, 1920.) 

-lst trade-mark: soaps, toilet soaps, shav- 
ing soaps, bath soaps, cream soaps, shaving 
sticks, etc.; 2nd trade-mark: eau de cologne, 
lavendar water, hair and mouth washes, per- 
fumes, brilliantine, ethereal oils, depilatory, 
cosmetics, etc. 

364,474.—“The Golden Arrow.” John Fred- 
erics Perfumes Corp., New York, N. Y. (Jan. 
3, 1935.) —Perfumes. 

365,044.—“Antilope.” Societe des Parfums 
Weil, Societe Anonyme, Paris, France. (May 
1, 1931.) —Perfumes, toilet 
lipstick, and face cream. 

365,202, 365,203, 365,204, 365,205.—“Car- 
nation and Lily of the Valley,” “Sweet Pea 
and Gardenia,” “Lavender and Pine,” “Or- 
chid and Orange Blossom,” respectively. 
The Lander Co. Inc., New York, N. Y. (Mar. 
1, 1935.)—Talcum powders. 

365,355.—“Creme Neutra.” Virginia Sheri- 
dan Inc., Chicago, Ill. (1930.) —Product for 
concealing birthmarks. 

365,424.—See Illustration. Will & Baumer 
Candle Co. Inc., Syracuse, N. Y. (July 1, 
1896.) —Beeswax, both yellow and white, and 
stearic acid. 

365,464.—“Fanfare.” Lucien Lelong, Inc., 
Chicago, Ill. (May 17, 1935.) —Perfumes. 

365,468.—“‘Melvene.” Master Beauticians 
Service Co., Kansas City, Mo. (Apr. 20, 
1935.) —Permanent wave solution, soapless 
oil shampoo, olive shampoo, palm oil sham- 
poo, and powdered Egyptian henna. 

365,554.—“Soleil D’Or.” Coty, Inc., Wil- 
mington, Del. (May 22, 1935.)—Face pow- 
der, talcum powder, powder and rouge com- 
pacts, bath powder, etc. 

365,630.—“Falbalas.” Lucien Lelong, Inc., 
Chicago, Ill. (May 17, 1935.)—Perfume, 
toilet water, dusting powder, face powder, 
talcum, lipsticks, etc. 


waters, rouge, 


365,707.“Nancy Jean.” Midwest Beauty 
Supply Co., Fort Smith, Ark. (April, 1933.) 

Shampoo, finger nail polish, finger nail 
polish remover, face powder, rouge and lip- 
stick. 

365,829.—“Sun-Rayed.” Albin David Bow- 
man, St. Paul, Minn. (Jan. 1, 1928.) 

365,842. Floray Products 
Inc., doing business as Vanisope Co., Cin- 
cinnati, Ohio. (Sept. 20, 1934.) 
der for use as a hand cleaner. 


366,009.—“Wham Ask Your Barber!” 
Clarence R. Huston, Kansas City, Mo. (Feb. 
13, 1935.)—Scalp and hair tonics. 

366,112.—“Rubizan.” The Norwich Phar- 
macal Co., Norwich, N. Y. (Feb. 22, 1933.) 

Alkaline astringent mouth wash. 

366,224.—*‘Zax.” John King Berresford, do- 
ing business as King Products Co., Middle- 
town, Conn. (May 18, 1935.) 

366,247.-—"Carrot Miner.” Inc.. 
New York. (Nov. 15, 1934.) —Lipstick, face 
powder, and wet and dry rouge. 

366,361.—“Glovene.” Glovene, Inc., New 
York, N. Y. (Jan. 14, 1935.)—Creams and 
coatings for protecting the skin, particularly 
the hands. 

366,395.—*Tint-n-Set.” G. Barr & Co., Chi- 
cago, Ill. (April, 1935.)—Hair preparation. 

366,494.—“Kre-O-Med.” Charles Henry 
Thompson, doing business as Kre-O-Med 
Co., Baltimore, Md. (Jan. 1, 1934.) —Medi- 
cated skin cream. 

366,517. 


Soaps. 
“Vanisope.” 


Soap pow- 


Hand cleanser. 


Miner’s, 


“Denturine Three Purpose Tooth 
Powder.” Hope, Inc., New York. (Aug., 
1930.) —Tooth powder. 

366,527.—“Nat-Tee.” National Remedy Co. 
Inc., New York. (June 18, 1935.)—Hair 
dressing. 

366,630.—“Hi-Lite.” Frederick J. Mathe- 
son, doing business as Rap-I-Dol Labs., New 
York, N. Y. (May 3, 1935.) —Hair rinse. 

366,660.—‘Perfect.” Haskins Brothers & 
Co., Omaha, Nebr. (1888.)—Soaps. 

366,667.—“Bath Mist.” Robert Lundgren, 
doing business as Rubrosa Products Co.. 
New York, N. Y. (Apr. 25, 1935.) —Massage 
lotion. 

366,745, 366,746.—“G-Men.” Spatz Bros.. 
New York. (June 25, 1935.) —1st trade-mark: 
face lotions, hair tonic, shampoo, tooth pow- 
der; 2nd trade-mark: soap, shaving cream. 

366,852.—“Tru Tex.” Max Citrin, New 
York. (June 20, 1935.) —Cleansing tissue. 

366,959.—“Merwood.” Old Timers Reme- 
dies, Inc., Chicago, Ill. (June 1, 1935.) 
Deodorant powder and foot powder. 

367,046.—“Prince de Chany.” Victor Vi- 
vaudou, Hollywood, Los Angeles, and Bev- 
erly Hills, Calif. (May, 1934.) —Toilet prepa- 
rations, 

367,114.—“Zeo.” Zeo Laboratories, Inc., 
New York. (June 7, 1935.)—Hair tonic. 

367,118.—“Electrona.” Electrona Mfg. Co., 
New York. (Jan., 1902.) —Bottled hair tonic. 

367,164.—“Macy’s Featherweight.” R. H. 


The American Perfumer 
















Macy & Co., Inc., New York. (June 21, 
1935.) —Face powder. 

367,188.—“Doleith.” Doleith Laboratories, 
Inc., San Francisco, Calif. (Aug. 2, 1934.) — 
Lotions, creams, perfumes, rouges, eye prepa- 
rations, face powder, bath salts, and bath oil. 

367,272.—‘Streamline.’’ Zell Products 
Corp., New York, N. Y. (Apr. 1, 1934.)— 
Vanity cases of base metal. 

367,301, 367,302.—“La Nuit Tombe” and 
“Recreation” respectively. Houbigant, Inc., 
New York. (July 5, 1935.)—Toilet prepara- 
tions. 

367,360.—“‘La Grace.” Lightfoot Schultz 
Co., New York, N. Y., and Hoboken, N. J. 
(1921.) —Soaps in cake, powdered, and liquid 
forms. 

367,385.—“Z O Z.” Chamber-Litt Co. Inc., 
Miami, Fla. (June 4, 1935.)—Preparation 
for the relief of dandruff and dryness of the 
scalp. 

367,470.—“Corsage.” Lundborg Perfumers, 
Inc., New York. (Mar. 1, 1890.)—Toilet 
preparations. 

367,694.—“nu-dri.” Worth Products, Inc., 
Washington, D. C. (July 20, 1935.)—Hair 
setting lotion. 


Trade Mark Registration Granted 
(Act of March 19, 1920) 


These registrations are not subject to op- 
position: 

M327,586.—“Barbara Bain.” Golda C. 
Billig, Maywood, Ill. (June 1, 1932. Serial 
No. 364,753.) —Toilet creams. 

M328,053.—Neva-Need-Razor.” S. & I. 
Lefkowitz, Inc., New York. (May 14, 1934. 
Serial No. 353,662.) Powder, paste creams, 
and liquids for use in the removal of hair. 


Patents Granted 


2,011,742. Closure for containers. John A. 
Weber, Detroit, Mich. 

2,011,999. Paste tube closure. Emmett W. 
Entriken, Baltimore, Md. 

2,012,638. Case for paint sticks, shaving 
soaps, and other similar products. Charles 
Hilaire Henri Rodanet, Neuilly-sur-Seine, 
France, assignor to Societe Anonyme des 
Etablissements Rigaud, Paris, France. 

2,012,862. Soap cake. Theodore Backen, 
Brooklyn, N. Y. 

2,012,942. Container. George J. Acker, Ba- 
tavia, N. Y., assignor to E. N. Rowell Co., 
Inc., Batavia, N. Y. 

2,012,950. Closure for containers. 
Julian Block, Chicago, III. 

2,013,166. Container closure. August Mitch- 
ell, New York, assignor to American Tube 
and Cap Corp., Jersey City, N. J., a corpora- 
tion of Delaware. 

2,013,197. Powder box. 
Vienna, Austria. 

2,013,290. Device for finger nails. Eugene 
C. Rohrbach, Ridgewood, N. J. 

2,013,308. Lipstick holder. Sherman G. 
Hickox, Waterbury, Conn., assignor to Sco- 
vill Mfg. Co., Waterbury, Conn., a corpora- 
tion of Connecticut. 

2,013,376. Dispensing tube. Charles M. 
Davenport, Buffalo, N. Y. 

2,013,527. Collapsible container and clo- 
~~ therefor. Ray W. Sherman, Flushing, 

aks 

2,014,066. Collapsible tube. 


David 


Walter Zipper, 


Edward B. 


Flagg, North Granby, Conn., assignor of one- 
half to Kai T. Mauritzen, West Hartford, 
Conn. 
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2,014,093. Closure cap. Clair J. Terrill, 
Dayton, Ohio, assignor to The Kurz-Kasch 
Co., Dayton, Ohio. 

2,014,266. Vanity case. William E. Sher- 
bondy, Shaker Heights, Ohio. 

96,604. Design for a face powder container. 
Raoul E. Hankar, Scarsdale, N. Y., assignor 
to L. T. Piver, Inc., Wilmington, Del. 

96,615. Design for a perfume container or 
similar article. Lucien Lelong, Paris, France, 
assignor to Lucien Lelong, Inc., Chicago, Il. 

96,651. Design for a bottle. Paul C. Del- 
aize, New York. 

96,680. Design for a vanity case, or simi- 
lar article. Jacques Kreisler, New Rochelle, 
N.Y. 

96,704. Design for a bottle cap. Miles M. 
Silverman, Toledo, Ohio, assignor to The 


REVIEWS 


[_] Dre HersTELLUNG VON HAUTCREMES 
IN DER Praxis. By Dr. Alfred Wagner, 
Augsburg Verlag fur Chemische Indus- 
trie H. Ziolkowsky, G.m.b.H., Ger- 
many, 1934, 24 pages. 


A series of articles with the same title 
as the book appeared earlier in Siefens. 
Ztg., Nr. 9, 10, 11, 1932, and the book- 
let is a republication of these. Form- 
ulas are given for night creams, rich 
fatty creams of the oxycholestrin type, 
biological creams, and a variety of 
duplications of well known creams on 
the market. Throughout the little book- 
let, certain trade-marked products are 
mentioned, and this practice is not con- 
sidered as strictly orthodox. It looks 
more like propaganda for the manu- 
facturers of the materials mentioned. 
If the chemical names were used, par- 
ticularly so since they are known, or if 
the term oxycholestrin were used in 
place of a trade-marked absorption 
base, the booklet would have much 
more merit, since the formulas are 





D 96,680 





D 96,604 
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Closure Service Co., Toledo, Ohio. 

96,714. Design for a vanity case. Albert 
Wewetzer, Elgin, Ill., assignor to Illinois 
Watch Case Co., Elgin, Il. 

96,728. Design for a bottle. Simon de Vaul- 
chier, New York. 

96,729. Design for a bottle. Simon de Vaul- 
chier, New York, assignor to Pinaud, Inc., 
New York. 

96,766. Design for a container cap. Joel 
Kronman, New York. 

96,851. Design for a combination vanity 
case and purse. Alfred F. Reilly, North At- 
tleboro, Mass., assignor to Evans Case Co., 
North Attleboro, Mass. 

96,871. Design for a bottle. Rene Tricard, 
Paris, France, assignor to Lentheric, Inc., 


New York. 


OF TECHNICAL BOOS 


really modern. Outside of using cer- 
tain trade-marked names, the booklet 
is an interesting addition to the library. 


—M. G. deN. 


[|] LABORATORIUMSBUCH FUR DIE In- 
DUSTRIE DER Riecustorre. By Dr. 
Oskar Simon and Dr. H. K. Thomas, 
1930, Verlag von Wilhelm Knapp, 
Halle (Saale) Germany. 100 pages. 


The book has 8 illustrations, and is a 
laboratory manual for the aromatics 
chemists. A novel inclusion is the sec- 
tion on essential oils and aromatics, in 
which the various criterions, physical 
and chemical, are given, together with 
adulterants usually used. For instance, 
under geranium oil, the following adul- 
terants are given: “Benzoic and phthal- 
lic esters, glycerine acetate, oxallic 
acid esters, geraniol, citronellol, ter- 
pentine, Palmarosa and fatty oils.” In 
the first half of the book methods of 
analysis are given, whereas in the sec- 
ond half are found the monographs on 
the oils and aromatics—M. G. deN. 
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Ade 


(Quotations on these pages are those made by local dealers, but are subject to revision]without notice) 


ESSENTIAL OILS 
. $2.20@ $2.40 


Almond Bit., 
&. BA. 
Sweet True 
Apricot Kernel 

Amber, crude 
rectified 

Ambrette, oz. 

Amyris balsamifera 

Angelica root . 
seed . 

Anise, U. S. P. 

Araucaria ; 

Aspic (spike) Span. 
French 


Balsam, Peru 

Balsam, Tolu, 

Basil 

Bay 

Bergamot 

Birch, sweet N. Cc 
Penn. and Conn. 

Birchtar, crude 

Birchtar, rectified 

Bois de Rose 


Cade, U. S. P. 

Cajeput 

Calamus 

Camphor "white" 

Cananga, Java native 
rectified 

Caraway 

Cardamon, 

Cascarilla . 

Cassia, 80@85 p.c. 
rectified, U. S. P. 

Cedar leaf ....... 

Cedar wood 

Cedrat 

Celery 

Chamomile 

Cherry laurel 

Cinnamon, Ceylon 

Cinnamon, Leaf 

Citronella, Ceylon 
Java ‘ ‘ 

Cloves Zanzibar 

Cognac . 

Copaiba 

Coriander . 

Croton 

Cubebs 

Cumin ; 

Curacoa peels 

Curcuma 

Cypress 


Dillseed 


Elemi 
Erigeron 
Estragon 
Eucalyptus 


Fennel, 


Galbanum 
Galangal 
Geranium, Rose 
Algerian 
Bourbon 
Spanish 
Turkish 
Ginger 
Gingergrass 
Grape Fruit 
Conc. 


ee 


Sweet 
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per |b..... 


2.50@ 2.75 
58@ = .65 
30@ 36 
24@ ~~ 30 
50@ «60 


- 46.00@ 
3.00@ 3.25 | 
55.00@ 60.00 | 


95.00@ 140.00 


54@ «60 | 


1.75@ 1.85 
1.35@ 
1.55@ 


5.75@ 
4.25@ 
2.35@ 
1.65@ 
1.65@ 
1.50@ 
2.15@ 

15@ 

15@ 
1.40@ 


30@ 
55@ 
3.50@ 
.26@ 
2.80@ 
3.15@ 
2.15@ 
12.00@ 


-., 60.00@ 


1.15@ 
1.60@ 
55@ 
.28@ 
4.15@ 


-.. 15.00@ 


3.00@ 
12.00@ 


. 12.00@ 


2.25@ 
32@ 
35@ 

1.05@ 

18.00@ 
57@ 

3.60@ 

1.75@ 

3.00@ 

9.00@ 

5.25@ 

3.00@ 


- 12.00@ 


3.60@ 


1.45@ 
1.50@ 


. 38.00@ 


32@ 
1.25@ 


. 26.00@ 


24.00@ 


5.15@ 
5.00@ 


- 16.00@ 


2.10@ 
3.60@ 
3.25@ 
3.00@ 


- 24.00@ 








| Guaiac (Wood) 


Hemlock . 
Hops 
Horsemint 
Hyssop 


| Juniper Berries . 


Juniper Wood 


Laurel 

Lavender, 
French 

Lemon, Italian . 


Calif. 


English 


| Lemongrass 


Limes, distilled 
expressed 

Linaloe 

Lovage 


| Mace, distilled 


Mandarin 
Marjoram 
Melissa 


| Mirbane (see Nitrobenzol) 


Mustard, Genuine 
artificial 


| Myrrh 


Myrtle 


Neroli, Bigarde, p. 
Petale, extra . 
Niaouli 


Nutmeg 


Olibanum 

Orange, bitter 
sweet, W. Indian . 
Italian 
Spanish 
Calif. exp. . 
dist. .. 


Origanum, Spanish 


Orris root, con (oz.) 
Orris root, abs. (oz.) 


Orris Liquid ..... 


Parsley 


| Patchouli ; 
| Pennyroyal Amer. . 


French 


| Pepper, black 


Peppermint, natural ..... 
Redistilled 

Petitgrain 
French . 


Pimento 


| Pine cones 


Pine needles, Siberia. ake 


| Pinus Sylvestris .. 


Pumilionis 
Rhodium, Imitation 
Rose, Bulgaria (oz.) 
Rosemary, French 

Spanish 
Rue . 
Sage . 

Sage, Clary . 


| Sandalwood, East India 


Australia 
Sassafras, 

artificial 
Savin, French 
Spearmint 
Snake root . 
Spruce 
Styrax 


natural 


Tansy 


Thyme, red .. 


.5@ 
9.00@ 
2.85@ 

40.09@ 


1.50@ 
.60@ 


15.00@ 
32.00@ 
3.25@ 
1.55@ 
1.15@ 
1.00@ 
6.25@ 


- 11.00@ 


1.60@ 


_ 35.00@ 


1.40@ 
4.75@ 
6.25@ 
5.00@ 


| Wintergreen, 


White 


| Valerian 


Verbena 

Vetivert, 
Java 
East Indian 


Wine, 


Bourbon 


heavy ‘ 
Southern 


Penn, & Conn. 


| Wormseed 
| Wormwood 


Ylang-Ylang, Manila 
Bourbon 


72@ «85 


. 10.50@ 


3.75@ 7.00 
15.00@ 


-. 15.00@ 25.00 
- 30.00@ 


1.40@ 
3.00@ 
5.00@ 8.00 
2.15@ 2.50 
3.00@ 3.35 


29.00@ 35.00 
5.00@ 8.00 


TERPENELESS OILS 


Bay 
Bergamot 


Clove 


| Coriander 


8.50@ 10.00 

2.15@ 2.40 
10.00@ 

4.00@ 


55.00@1 25.00 

70.00@ 150.00 
3.45@ 
1.40@ 


6.50@ 
2.00@ 
2.65@ 
2.50@ 
3.15@ 
2.65@ 

15@ 

85@ 
4.00@ 


_ 35.00@ 
. 18.00@ 


6.50@ 
3.00@ 
2.15@ 
1.55@ 
6.00@ 
2.00@ 
2.35@ 
1.10@ 
2.35@ 
1.60@ 


Geranium 
Grapefruit 
Sesquiter'less 


Lavender 
Lemon 


| Lime, ex. 


Orange, sweet 


bitter 
Petitgrain 
Rosemary 
Clary 
Vetivert, Java 


Sage, 


| Ylang-Ylang 


OLEO-RESINS 


Benzoin 


| Capsicum, U. S. P. Vill 


Alcoholic 


Cubeb 
| Ginger, U. S. P. VIII 


Alcoholic 


| Malefern 


| Oak Moss 


Olibanum 


5 | Orris 


| Pepper, 


Patchouli 
black 


| Sandalwood 
| Vanilla 


6.00 


90 | 
55 | 
2.00 | 


2.15 | 


| 


2.20 | 


| Acetyl 


4.00@ 
6.00@ 


4.00@ 5.00 
20.00@ 


8.00@ 12.50 
45.00@ 
85.00@ 


7.00@ 8.50 
8.00@ 14.50 
50.00@ 


78.00@ 90.00 
90.00@1 15.00 


4.00@ 

2.50@ 
90.00@ 
35.00@ 
28.00@ 


2.50@ 


2.35@ 
3.00@ 
3.25@ 


2.00@ 
3.25@ 


1.45@ 


6.00@ 
3.25@ 
17.00@ 


16.50@ 
4.00@ 


16.00@ 
5.00@ 


DERIVATIVES AND CHEMICALS 


| Acetaldehyde 50% 


Acetophenone ... 
lso-eugenol 
Alcohol C 8 
oo 4. 
Cc 10 
Cc tl 
Cc 12 
Aldehyde C 8 . 
ME hoe cas 


2.00@ 
2.00@ 3.00 
9.00@ 
14.00@ 20.00 
26.00@ 40.00 
18.00@ 30.00 


. 30,.00@ 40.00 


14.00@ 25.00 
28.00@ 
45.00@ 70.00 
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Cc 10 

¢ tj 

. 12 

14 (so- called) 

C 16 (so-called) 
Amyl Acetate 
Amy! Bufyrate 
Amy! Cinnamate 


Amyl Cinnamate Aldehyde - 


Amyl Formate , : 
Amyl Phenyl Acetate . 
Amyl Salicylate . 

Amyl Valerate 

Anethol 

Anisic Aldehyde 


Benzaldehyde, U. S. P. .. 
F. F.C. ee 

Benzophenone 

Benzyl Acetate 

Benzyl Alcohol 

Benzyl Benzoate 

Benzyl Butyrate . 

Benzyl Cinnamate 

Benzyl Formate 

Benzyl Iso-eugenol . 

Benzylidenacetone 

Borneol 

Bornyl Acetate 

Bromstyrol 

Butyl Acetate 

Butyl Propionate 

Butyraldehyde 


Carvene 
Carvol 
Cinnamic 
Cinnamic 
Cinnamic 
Cinnamyl 
Cinnamyl Butyrate 
Cinnamyl Formate 
Citral C. P. . 
Citronellal 

Citronellol ee 
Citronellyl Acetate 
Coumarin 


Cuminic Aldehyde vee 


Dibutyphethalate 
Diethyphthalate 
Dimethyl 

Anthranilate 
Dimethyl Hydroquinone 
Dimethylphthalate 
Diphenlymethane 
Diphenyloxide 


Ethyl Acetate 
Ethyl Anthranilate 
Ethyl Benzoate . 
Ethyl Butyrate 
Ethyl Cinnamate ... 
Ethyl Formate 
Ethyl Proprionate 
Ethyl Salicylate . 
Ethyl Vanillin 
Eucalyptol 
Eugenol 


Alcohol . 
Aldehyde 
Acetate 


Geraniol, dom. . 
Geranyl Acetate 
Geranyl Butyrate 
Geranyl Formate 


Heliotropin, dom. 
foreign 


Hydratropic Al’ hyde ae 


Hydroxycitronellal 
Indol, C. P. 


Iso-borneol ... 
Iso-butyl Acetate .. 
lso-butyl Zenzoate 
Iso-butyl ete 
Iso-eugenol 

Iso-safrol 


Linalool ... 
Linalyl Acetate 90% 
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... 30.00@ 
... 35.00@ 
.. 32.00@ 
... 15.00@ 

. 17.50@ 


85@ 
1.00@ 
2.50@ 
3.90@ 
1.60@ 
3.60@ 

15@ 
2.40@ 
1.15@ 
3.35@ 


1.45@ 
1.55@ 
2.00@ 

.70@ 

.5@ 
1.05@ 
5.50@ 
7.00@ 
2.90@ 


- 15.00@ 


2.50@ 
1.75@ 
2.00@ 
4.00@ 

.60@ 
2.00@ 


-. 12.00@ 


1.15@ 
3.25@ 
4.00@ 
3.25@ 
2.50@ 


- 10.00@ 


12.00@ 


. 13.00@ 


2.65@ 
2.40@ 
2.25@ 
3.75@ 
3.50@ 
62.00@ 


30@ 
32@ 


6.25@ 
3.75@ 

50@ 
1.75@ 
1.20@ 


320@ 
5.50@ 
1.20@ 
1.00@ 
4.50@ 
1.00@ 
1.40@ 
1.15@ 


_ 15.00@ 


.60@ 
2.30@ 


2.00@ 
2.90@ 
6.00@ 
5.00@ 


2.20@ 
2.50@ 


- 25.00@ 


3.60@ 


60.00 
50.00 
60.00 
35.00 
30,00 

1.00 

1.25 


4.00 
1.90 


4.00 | 
| Methyl 


1.25 


| Musk Ambrette 


| Nerolin (ethyl ester) 





| Nonyl Acetate 
| Octyl Acetate 


| Paracresol Acetate Tt 
| Paracresol Methyl Ether . 


Styralyl Alcohol 


| Terpineol, C. P. 
| Terpinyl Acetate 


| Yara Yara. 





Linalyl Anthranilate ......... 
Linalyl Benzoate . 
Linalyl Formate 


Menthol, Japan 
Svnthetic 
Methyl Acetophenone 
Methyl Anthranilate 

Methyl Benzoate 
Methyl Cinnamate 
Methyl Eugenol 
Methyl Heptenone . 
Heptine C'b. 
lso-eugenol 
Octine Carb. . 
Paracresol 
Phenylacetate 
Salicylate . 


15.00@ 
10.50@ 
10.00@ 


3.00@ 
2.25@ 
2.20@ 
2.50@ 
1.40@ 
3.50@ 
2.90@ 

. 3.75@ 
20.00@ 

. 8.50@ 
24.00@ 
4.65@ 
2.65@ 
42@ 
5.00@ 
5.15@ 
1.50@ 


1.50@ 
. A@ 
. 48.00@ 


. 32.00@ 


5.25@ 

.. 350@ 
. 14.00@ 
1.25@ 
5.00@ 
8.50@ 
2.50@ 
7.50@ 
4.25@ 
16.00@ 
... 12,.00@ 
. 18.00@ 
12.00@ 
. 16.00@ 
8.00@ 
6.00@ 
8.00@ 


8.00@ 


12.00 


Methyl 
Methyl 
Methyl 
Methyl 
Methyl 


Ketone 
Xylene 


Nitrobenzol 


| Paracresol Phenyl-Acetate 
| Para Cymene, (gal.) .. 
Phenylacetaldehyde 50% 
100% 
Phenylacetic Acid 
Phenvlethyl Acetate 
Phenylethyl Alcohol 
Phenylethyl Anthranilate 
Phenylethvl But'rate . 
Phenylethyl Formate ... 
Phenylethyl P-ovionate 
Phenylethyl Val'rate 
Phenylpropyl Acet. 
Phenylpropyl Alcohol 
Phenylpropyl Aldehyde 


Rhodinol 


| Safrol ... sa ecadec en 


Santalyl Acetate .. 
Skatol C. P, 
Styralyl Acetate 


22.50@ 
7.00@ 

.. 20.00@ 
- 20.00@ 


36@ 
90@ 
235@ 
1.90@ 


3.10@ 
-. 3.00@ 

_ 21.00@ 
5.00@ 
5.50@ 
5.25@ 
1.50@ 


Thymene 
Thymol 


Vanillin (clove oil) 
(guaiacol) ; 
Vetiveryl Acetate . 
Violet Ketone — 
Beta . 
Methyl a they 
(methyl ester)... 


BEANS 


Tonka Beans, par. 
Angostura 


1.15@ 
2.40@ 


| Vanilla Beans 


Mexican, whole 

Mexican, cut . SiN ar tt 
Bourbon, whole ........ 
South American . 


3.25@ 
3.25@ 
2.25@ 
2.75@ 


SUNDRIES AND DRUGS 


WN Ss Potcew can caus 
Alcohol, 190-pf. gal. 
Almond meal 

Alum, potash 

Aluminum chloride 
Ambergris 


ae A@ .l 
"“4.12Y2@4.29Y/y 
21@ ~~ .25 
— .03', 


32. an Nom. 


38@ .40 
9.00@ 12.00 
1.25@ 1.50 
2.10@ 2.25 


Balsam, Copaiba 
Fir, Canada, gal. 


uo 


| Camphor 


| Castoreum 
| Cetyl Alcohol 


| Chalk, 
| Cherry laurel water, gal. 
| Citric acid 


| Musk, 


| Patchouli 


| Rhubarb root, 


| Rose leaves, 


Tolu 80@ 1.10 

Beeswax, 40@ = «45 
yellow .. 24@ ~~ .30 

Bismuth sub-nitrate 1.40@ 


Boric Acid, ton . 105.00@1 15.00 


16@ ~~ .20 
08@ .08%4 
A3@ ~~ .15 
03%4@ .04 
53@ ~~ «65 

; .65@ 

. 1750@ 
.75@ 1.50 
. 1.90@ 2.15 
03'A@ .06'/ 

1.25@ 
30@ 35 
3.75@ 4.50 
.03@ .03', 
12@~ «15 


white 


Calamine .. 

Calcium, phosphate 
Phosphate, tri-basic ....... 
sulphate 


Cardamom seed 


Pure 
precip. 


Civet, ounce 


Clay, Colloidal 
Cocoa butter 


Fatty Acids (See ome oe 
Formaldehyde 
Formic acid ; 
Fuller's Earth, ton 


06@ .06!/ 
-.- SP «16 
. 16.00@ 30.00 


75@ 1.25 

_ 2@ 22 
0%>@ «12 
1.30@ 1.50 
24@ 30 
1.05@ 1.15 
30@ «40 


AS@ = .28 
05@ «08 


06@ .08 


3.50@ 5.50 
18@ = .22 
20@ .24 
24@ 55 


06%@ .07'/2 
19@ 25 
02'12@ .03 
_ 15.00@ 25.00 


Oils. Vegetable (See Soap Sec.) 

Olibanum, tears 13@ ~=-.30 
s ftings .08@ «13 

Orange flower water, 1.50@ 

Orange flowers 30@ .90 

Orris root, powd. 20@ =««75 


Paraffin 044,@ .07 
16@ ~~ .20 
.07@ tl 
.16@ .20 
13@ 16 

.07'4@ 


.0@ 1.00 


1.50@ 1.65 
28@ ~=.50 
A2@~ «15 

1.40@ 1.75 

1.245@ 


40@ = «45 

45@ .50 
1.75@ 

. §9@ ~~ .23 

. O1L%@ 024% 

02'1,@ = «.04 

22@ = «25 


A40@ 3.25 
17@ 20 


.27@ «30 
22@ ~~ «25 
.20@ 1.50 
A45@ ~~ «50 


30@ 
30@ 
9@ 1.15 


1.10@ 1.75 


_ 132@ «15 
21@ .28 


Guaran .. 
Gum Arabic, 
Amber 
Gum Benzoin, 
Sumatra 
Gum galbanum 

Gum myrrh 


white 


Siem 


Henna, powd. 
Hydrogen peroxide 


Kaolin 


Labdamum 

Lanolin, hydrous . 
anhydrous 

Lavender flowers 


Magnesium, Carbonate 
Stearate 
Sulfate 

ounce 


gal. 


leaves 

Petrolatum, white 

Phenol 

Potassium, Carbon ate 
Hydroxide 


Quince seed 
Reseda 


flowers 
powd. 
Rice starch. . 
red 
Rose water, gal. 
Salicylic acid . 
Sandalwood Chips 
Saponin 
Soap, neutral white 
Sodium, Carb. Crys. . 
Phosphate, Tribasic 
Spermaceti 
Styrax 


Sulfur, precip. 


Tartaric acid ... 
Titanium oxide 
Tragacanth, No. | 
Triethanolamine 


Venice turpentine, gal. 
Vetivert root ... 
Violet flowers 


Zine peroxide 
Oxide 


Stearate 
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IMPROVEMENT in the situation in 
essential oils and synthetics has been 
marked during the last few weeks. 
Substantial orders have been coming 
through for the account of consumers 
and some very good business has been 
done. This has not been limited only 
to the bulk items as was the case dur- 
ing the summer months. There is a 
steady buying of more expensive mate- 
rials as well and floral oils have felt 
the stimulus of more business than at 
any time since January and February. 
The result has been a firming of prices 
all along the line although there has 


not been any great change in prices. 

Reports on floral products from 
France indicate normal production on 
almost everything but lavender, which 
seems likely again to be in shorter 
than the usual supply. However, this 
crop is not finished and late season 
development may alter this situation. 

The citrus oil situation has eased to 
some extent, but the market is still firm. 
Demand slackened as usual after Labor 
Day, but the Italian situation does 
not look favorable and should a war 
break there is question as to how much 
lemon, orange and bergamot might come 


out during the duration of hostilities. 

The war is likely to have a very pro- 
nounced effect upon the beeswax situ- 
ation, should hostilities actually com- 
mence and continue on a substantial 
scale. Much of the crude beeswax for 
this market comes from Ethiopia and 
this supply conceivably might be shut 
off suddenly. At the same time there 
are stocks in the United States sufficient 
to last for a considerable period. Some 
say available supplies are enough for 
a year or more. Further, there are other 
sources of beeswax which would be 
stimulated to ship, should African sup- 
plies become difficult to secure. It may 
be expected that a war would stiffen 
the market but an actual shortage is 
not to be feared, at least for many 
months. 


PRICES OF SOAP MATERIALS 


Tallow and Grease 
$0.06°% (a 


Tallow, N. Y. C. extra 
Edible 
Fancy 
Grease, white 
House 
Yellow 
Lard 


Fatty Acids 
Coconut Oil, 98% Saponifiable, tanks 
Corn Oil, 95% T.F.A. tanks 
Red Oil, distilled, tanks 
Saponified 
Stearic Acid, single pressed, c.1. 
Double pressed 
Saponified 
Triple pressed 
Saponified 


Soap Making Oils 
Castor No. 1, tanks 
No. 3, tanks 
Coconut, Manila Grade, tanks 
Corn, crude, Midwest mill, tanks 
Cotton, crude, Southeast, tanks 
Refined 
Foots 50% T.F.A. 
Lard, common No. 1 barrels 
Olive, denatured, max. 
drums, gal. 
Foots, Prime, green barrels 
Palm, Lagos, max., 20% F.F.A., drums 
Niger, casks 
Palm, Kernel, tanl:s 
Peanut, crude, barrels 
Refined, barrels 
Soya beans, max. 2% F.F.A., Midwest 
mill tanks .. 


FFA. 


noe 
o'/e 
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0834 @ Refined, barrels 


0914 @ 
0642 a 
.05! 2 (a 
05% 
134, : 
Soap, lye 


094 a 
064 a 
07% @ 
08 
1044,@ 
1034 @ 
1AY@G 
131% (a 
1334 @ 


Acid, muriatic, 18°, 


0912 @ Sulfuric, 60°, ton 
09 @ 66°, ton 

.041 j (a 
091, a 
10 @ 
1l%@ 
.0234 (a 
10 @ 


Hydroxide 
92% 
Salt, works, ton 


8l @ Sodium carbonate 


0814 @ 
0544 @ 
04144 @ 
.0334 @ 
11 @ 
134%%4@ 


Hydroxide 
Silicate 40°, 


pounds 


0814 @ Zine oxide 


Borax, crystals, carlot, ton 
Cyclohexanol (Hexalin) 
Naphtha, cleaners, tank cars 
Potassium, carbonate, 80@85% 
(Caustic 


light, 100 pounds 
(Caustic 
Solid, 100 pounds 


drums, 


Sulfate, anhydrous 7 
Phosphate, tri-basic 


Tallow, acidless, barrels 


Whale, Crude No. 1, Coast, tanks 


Glycerine 


Chemically pure, drums extra. . 
Dynamite, drums included 
Saponification, drums .. 


Rosin 


Barrels of 280 pounds 


kK 

M 

N 
W.G. 
W.W. 
X 
Wood 


$5.35 
5.45 
5.90 
6.10 
6.25 
6.30 
4.92 


$5.25 

5.25 
29 
35 
ms ) 
do 
35 


uw vu 


Chemicals 


$1.00 1.60 
11.0 
15.50 
42.00 
30 
05 
07 


(a 
(a 
(a 
(a 
(a 
fa 
(a 


100 pounds 


potash) 88@ 
(a 


(a 


O71, 
~ 11.50 
(Soda ash) 58% 

/ 23 
76% 


2.60 


Soda) 
(a 
works, 100 
80 @ 
024, @ 
02% @ 
.0534 @ 
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